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HARDWARE, IMPLEMENTS AND OTHER ALLIED LINES 


Tool Against Tool, 


the FEATURES THAT SELL | 


A Fork Handle That Won't 


On all Hay, 
Grain, Man- 
ure Forks 


BRIDGES 
THE DANGER 
YOINT — DOUBLES 
THE STRENGTH — yet 
keeps xl the springy “ac- 
tion” that you need for pitching. 
A fundamental improvement! 


UNION ano cant 


Light, Fast Garden Tools in a 
Class by Themselves for BEAUTY! 


UNION dealers did over 15% of their whole 1939 tool 
business on these 17 SPEEDLINE items — quick turn- 
over, big volume, full mark-up. Blue handles and 
gold trim match eye appeal with popular price appeal. 


SPEEDUNE cxnvcnens 


Features of Quality, Eye Appeal and Longer Life—these are whet sell tools today. Theyre bringing Increased 
Profits and Repeat Customers to UNION dealers—they will Increuse Profits and win Repeat Customers for YOU. 


THE UNION FORK & HOE COMPANY 


MAKERS OF MORE SALABLE TOOLS — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Additional Sales Offices: New York City, Chicago, Baltimore, Los Angeles, San Francisco, Seattle. 
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BREAK — Yet is FULL OF ACTION 
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The ONLY Shovel with | 
a BACKBONE . y 


V 11-INCH 


60% THICKER! 
CENTER — AL 


THE WAY — oe 
f ARE 
from Cutting ONLY 9 


Edge to Upper 
Part of Socket! 
NO IMITATOR 

HAS THIS \ CF 
CONSTRUCTION ag 


100% Red Handles, 
Protected Against Bugs: 


Thruout the cotton-growing / 
statesthis red handle, gold j ; 
brand and trim_nrfans 
better ‘handfocls—at_ the 
right-pfi¢e;-scientifically 
protected ffdm wood-eat- 
ing bugs— a RED HAWK 
feature. 
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BUILT TO ENDURE 


DIXISTEEL is built to give that 
extra resistance to strain and 
stress your customers want in 
their fence. When a customer 
asks to see fencing, show him 
DIXISTEEL’S FIVE FAMOUS 
FEATURES that assure more 
years of fine service and make a 
good friend of him for life. 


Few sights are more appealing to the 
farmer than a powerful team of draft 
horses, with straining muscles, draw- 
ing a heavy load. This is one of the 
reasons why farmers think of rugged 
strength in terms of horse-power. 


DIXISTEEL Fence is a favorite with 
farmers because they know it possess- 
es such rugged strength. DIXISTEEL 
has a backbone of full-size, copper- 
bearing steel wire that stands extra 
years of wear and weather. A tough 


hide of galvanizing forms additiona 
protection. Tension curves in the lin 
wires allow for expansion and con 
traction from heat and cold. Fou 
wrap, hinge-joint construction in th 
stay-wires prevents slipping and keep 


DIXISTEEL straight and true. 
DIXISTEEL’s backbone of extr: 


strength and endurance makes it the 
fence to sell because it’s the fence tha 
satisfies. It helps you to build anc 
keep customer loyalty and good-will 


ATLANTIC STEEL COMPANY 


ATLANTA, 


GEORGIA 
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UNEQUALED PERFORMANCE SELLS 
DE LAVAL SEPARATORS AND MILKERS 


“When we approach a pros- 
pect on a separator or milker 
we do so with full confidence 
in our De Laval line. 

“First we plainly tell the 
prospect what we have and 
that it is the best on the mar- 
ket. We then explain in detail 
why it is the best. Finally we 
demonstrate the separator or 
milker to him and prove to the 
prospect why it is best. 

“The demonstration of a 
De Laval Separator or Milker 
never fails. It absolutely proves 
to the prospect that De Laval 
is IT." 


—Dayton Dairy Supply Co. 
Dayton, Ohio 


De Laval Separators and Milkers sell them- 
selves by unequaled performance and retain user 
Satisfaction by years of efficient, profitable, 
trouble-free service. Hence De Laval Dealers 

» profit proportionately in. steady turnover, .com- 
munity good will and regular, loyal customers. 

De Laval Dealers place a high valuation on the 
De Laval Contract because they know that mer- 

‘abi chandise which proves most satisfactory to the 
Standard user is the most satisfactory for the merchant to 
ee sell. More than ever before De Laval Separators 
and Milkers dominate in their fields. They are 
unequaled in quality and performance, and today 


Junior 
Series 


De Laval Separators 


At the reduced prices for which 
De Laval Separators are now being 
sold they represent the greatest 


; N De Laval Magneti 
after 62 years of supreme leadership the name ’ tviale Milker, . 


This new De Laval Milker is 


ae Se .  — 


values in separator history. For 62 
years De Lavals have always been 
best—that’s why they are the most 
widely used. And the De Lavals 
of today are the best separators 
ever made; they skim cleaner, last 
longer, run easier and are easier to 
clean and operate than any others. 


De Laval carries more weight with farmers and 
dairymen than ever before. 

If as an aggressive merchant you are interested 
in the sales possibilities of the De Laval line, 
please get in touch with us. 


giving remarkable milking results 
—it is without question the world’s 
best milker and is unequaled for 
fast, clean milking; for its exclu- 
sive, uniform, rhythmic action; for 
convenience and ease of handling 
and complete sanitation. It has 
many new and improved features. 


. 


THE DE LAVAL LINE 


TOP PERFORMANCE 


LOWEST COST PER 
-YEAR OF USE 


USER LOYALTY 
AND SATISFACTION 


BEST AND 
LONGEST SERVICE 


BEST TO USE 


THE 


DE LAVAL SEPARATOR COMPANY 


NEW YORK... . . 165 BROADWAY 
CHICAGO . . . . 427 RANDOLPH ST. 
SAN FRANCISCO .. . . 61 BEALE ST, 


BEST TO SELL 


OVERWHELMING USE 
AND PREFERENCE 
STEADY TURNOVER 

GOOD PROFIT 

CUSTOMER GOOD WILL 


DEMONSTRABLE 
~ SUPERIORITY 


SUUTHERN HARDWARE is published monthly by W. RB. C. 


Smith Publishing Company, Dalton and Atlanta, Ga., U. 8. 


U' A. 
Subscription Rates, United States and Possessions, $1.00 for one year; $2.00 for three ~ -rs; Canada, $1.50 per year; Foreign Countries, $2.00 per year. 
Entered as second-class matter at the Post Office, Dalton, «sa., under the Act of March 3, 1879. 


Volume 109. Number 2. 
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_ Selling Sentences 


THAT WILL STEP UP YOUR SALES 
OF G-E MAZDA LAMPS 


THE [OO WATT SIZE IS DOWN TO 
15¢ NOW...SHALL I PUT IN A COUPLE 
FOR YOUR READING LAMPS? 


MAY I SUGGEST A HANDY PACKAGE 
OF 6 FOR 90c ? IT’LL SAVE YOU 
ANOTHER TRIP LATER ON. 


Have you tried the G-E MAZDA Daylight 
Lamp? It makes ironing easier and the 
100 watt size is only 30c... 


i NORTY years of national advertising have given G-E 
ee MAZDA lamps a higher acceptance than almost any 


\ — 
XN ~ other product in the world. Cash in on this acceptance 
N by instructing sales people to use selling sentences like 

: these. You’ll be amazed at the increase in sales. 


_ G-E MAZDA LAMPS 


\ AZO 7 
ioe Bey GENERAL @ ELECTRIC 
= a ad Made to stay brighter longer 
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Master Jock (Company 


NWA PLANE 


AN IDEAL BUILT IT... YOU ARE PART OF IT... 


It took more than America’s finest padlock values to 
build this great new plant! It took more than advanced 
lock engineering ... more than top grade materials, ma- 
chined to one-thousandth-of-an-inch accuracy ... more 
than rigid inspection that tolerates no compromise with 


quality, regardless of how small the price of the padlock! 


Not one of these, nor all combined, could have done 


it alone. 


The success of the Master Lock Conf 
vety inception, has been due equally a 


efforts of independent hardware jobb 


everywhere. The determination to build « 
that would honor the Master na 


Master Lock Company decided at the start that through 
the efficiency of jobber distribution lies the path of 
progress for all engaged in the hardware trade. Thus 
its activities always have been inseparably linked with 


the welfare of the independent trade. 


Years ago Master realized, too, that it could not ask 
for the goodwill of its customers unless it also had 
the goodwill of its own employees. As a result, this 
organization employs no piece-workers . . . but 
instead, lock specialists, vitally interested in building 


“products with honor”. 


So, to those loyal team-mates . . . jobbers, dealers and 
employees . . . this new MASTER home is proudly 
and gratefully dedicated. 


y 
a 
® 
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ANNIVERSARY 


FINGER-TIP 
ADJUSTMENT 


A AUTOMATIC 


si _ anaes 
NEW TROPHY 
LINE 


MAGNIFICENTLY STYLED WITH 
CHROME COMBINATION AND 
RUBBER SILENCING. 


Eclipse $5,000.00 Cash Trophy Contest for 


dealers is now in progress—Remember home 


NATIONALLY owners are modern mower conscious today— 


ANNOUNCED : : 
PREVIEW Throughout the Eclipse trophy line, we offer 
DURING top quality, plus styling, and superfinish, featur- 
be acer ing Goodyear Puncture-Proof Valveless Pneu- 
HARDWARE 3 


OPEN HOUSE matic Tires, with silent tapered roller bearings. 


Sell Eclipse the best 
known name in lawn 
mowers— Write for 
Franchise details. 


Pyramid your sales to 
greater heights with this 
marvel of all sales dis- 
plays. 
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FACTORY 
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THE POWER MOWER 4 : 20! cur ZZ 


PLEASES THE WHOLE FAMILY 


The Rocket's dynamic per- 
formance and appeal in the 
past two years has profit- 
ably proven to thousands 
of dealers that power mow- 
ing is now a definite reality 
—Rockets are an essential 
sales item to be stocked in 
every hardware store— 
Have you ordered your 
Rockets for early display ? 
If not, write ECLIPSE for 
details. 


Modern Commercial cutting is 
all around you. Obtain this 
local business by featuring: 
Eclipse New Parkhound and 
Rolloway Lophyenedels with 
unmatched performance and 
New low prices. Speedway 
and Rightoway models avail- 
able for high speed cutting of 
large areas. Arrange dates for 
demonstration—Factory Rep- 
resentative cooperates in clos- 
ing sales. 


ECLIPSE LAWN MOWER COMPANY 
PROPHETSTOWN, ILLINOIS 


Eclipse THE WORLD’S LARGEST PRODUCERS OF POWER MOWERS 
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AND WATCH 
THE WHOLE LINE 


4 


@ It's sound sales strategy to “play up’ 
the leaders in any line. It simplifies selling. It focuses 
attention on outstanding values. It opens opportunities 
for sales of other items in the line. That’s why we 
suggest featuring the tools shown here. They're true 
leaders ... in prestige, backed by the famous Atkins 
reputation for fine tools ... in value, offering buyers 
most for their money in dependable performance 
...and are representative of the complete Atkins line. 


Give yourself a distinct “edge” in the race for increased 
sales and profits—feature ATKINS!—as Atkins fea- 
tures YOU...See constant references to the local hard- 
ware dealer in Atkins’ widespread national advertising. 


"4 DOUBLE-BARRELED 
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ATKINS NEW 


as the saw Mt 00 
Ww 
atest—the ne eas ae 


BER TODAY! 


Mark your store 


featuring Atkins \ = 
design, new cutting ease, 


ond 26" lengths only 


GET YOUR ORDER T 


pearance; 
new 


0 YOUR JOB 


No. 65 HAND SAW 


One of Atkin’s most popular saws. Silver Steel 
blade holds edge, cuts fast. Improved Perfec- 
tion handle prevents wrist strain, makes saw- 
ing easier. 


ATKINS No. 3 NEST OF SAWS 


A "must" in tool kit of every mechanic, car- 
penter, home craftsman. Silver Steel blades 
including keyhole, compass and nail blades. 


ATKINS PRUNING TOOLS 


No. 40 TUTTLE TOOTH PRUNER 
Extra fine temper sharp teeth, special steel 


blade, special pattern handle account for wide 
acceptance given this item. 


No. 100 PRUNING SHEAR 


Needed NOW by every home and professional 
gardener. Improved design for fastest, easiest 
pruning without cramp or strain. 


-c ATKINS: 


“For Every Cutting Job, Atkins Has The Edge’ 


Gilets SAWS 


- 425 S. Illinois Street, Indianapolis, Ind. 
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Panther and Dragon Friction ‘Tapes are 
packed in attractive yellow and black boxes 
with a red card calling attention to Hardware 
Open House. 


The Number 1 display carton contains 32 
rolls while the Number.2 has 16. 


These attractively packaged rolls of tape, if 
displayed on counters or in dealer’s windows 
are sure to increase sales. 


PANTHER FRICTION TAPE Bz 


Why let dealers in other fields monopolize 
THE OKONITE COMPANY 


this business. Get your share with Panther 
and Dragon Tapes. 


SHAR OR NS 
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When Demand Comes! 


This practical, all-purpose netting, with its graduated meshes, 
provides chick-tight fence protection at a NEW LOW COST! 


e It, combines the advantages of closely spaced fabric with the economy of 
wider mesh netting. It’s baby-chick-tight at the bottom; poultry-proof alll 
the way up. The seven lower line wires are only 5/8-inch apart with the 
remaining line wires graduated (at intervals) as follows: | inch, 13/4 inches 


and 2 inches. 


U. S. 4 in | appeals instantly to the buyer because he can see its prac- 
tical and economical features at a glance. As more and more users learn of 
these advantages, sales will increase by leaps and bounds. 

Be ready this spring when the demand comes for U.S.4in I! Ask 
your jobber or write direct for more information about this fast-moving, 


profitable line! 


U. S. 4 in Lis made of Copper-Bearing Steel Wire, hot zinc gal- 
Furnished Galvanized Before Weaving or Galvanized 


vanized. 


After Weaving and in 24, 36, 48, 60 and 72-inch widths. 


STRAITLOK 


REG. U. |S. PAT. Ore. 


The Original Straight-Line Netting 
Woven like farm fence.... strong, rigid, uni- 
form....lies flat, cuts easily.... stretches per- 


fectly....requires no top rail, no baseboard 
«++. costs less erected, 


U. S. STRAITLOK is made of Copper-Bear- 
ing Steel Wire, hot zinc Galvanized Before or 
After Weaving.... one-inch and two-inch mesh; 
standard widths 12 to 72 inches. 


Sweeping the Country! 


Deater sales of U. S. 4 in | Poultry Netting will climb to new heights 


in 1940. Consumer demand is sweeping the country—and there’s a reason: 


INDIANA STEEL & 


SOUTHERN HARDWARE 


BE READY- 


HENLO 


M.S Pay, Ore 


The Improved Hexagon Mesh Netting 


Made with the superior U. S. lock-twist 
weave....symmetrical, uniform, rigid.... rolls 
out flat, easy to handle and cut.... stretches 
evenly .... neater in appearance, more satisfac- 
tory in service, 


U. S. HEXLOK is made of Copper-Bearing 
Steel Wire, hot zinc Galvanized Before or 
After Weaving.... one-inch and two-inch mesh; 
standard widths 12 to 72 inches. 


WIRE COMPANY .- 
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MUNCIE, INDIANA 


HAND AND WINDMI 
PUMDS es 


4 25 re: store 


VATER SERVICE PRODUCTS DEPARTMENT 


or your store contains three silent salesmen 
ho will work for you every hour they are on display 


Red Jacket's Custom-Built Dealer Sales Plan for increased profits in 1940, “fi Cienry es 
is especially designed to increase sales in three vast unsold markets. | Gentleman 
Tremendous forces have been at work developing the desire for im- | 
proved living and better health. cS 
sug, <> % 
Automatic running water and all of the comforts it provides are now ens XO 
more and more considered a necessity to modern home life. Not only 
must running water be provided but conditioned water (softened, iron, 


dirt and acid free) is desired and necessary. 


Red Jacket offers more to sell in this vast unsold market, due to its 
most complete line of Water Service Products. 


A price for every pocketbook —a size for every need. 


Write Red Jacket Today for Information About These Three Extra Salesmen! 


The World’s Most Complete Line of Water Service Products 


SHALLOW WELL PLUNGER PUMPS ¢ Moa bl -JET'' PUMPS @ DEEP WELL PLUNGER 
fe PUMPS @ at WELL sree eee PUMPS MBINATIONS PUMPS © ROTARY PUMPS 


ALL WATER SYSTEM COMBINATIONS HAND AND WINDMILL 
PUMPING ee @ CYLINDERS @ LEATHERS ¢ Bh a se 
ATER CONDITIONING EQUIPMEN 


RED JACKET MANUFACTURING CO., Dept. SHI, Davenport, la. 


I 
sure zs pull all I Please send me details abouf Red Jacket's "Plan of Profits’. 
if a tf *f ‘4 sh Z Jf eae 
u 
i] 


Townes Stat ees 
ED JACKET MANUFACTURING COMPANY « DAVENPORT, IOWA 


My preferred jobber is: 
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EASY ACCESS TO 
COMPLETE STOCK! 


The top of the Stanley 
Hardware Merchandiser 
is made of four panels, on 
which samples of stand- 
ard hardware items are 
mounted. Panels are 
hinged at the top so they 
can be lifted for easy 
access to stock under- 
neath. A support holds 
each panel up out of the 
way, leaving both hands 
free. There are three par- 
titions inside. 


BUILT TO MEET 
YOUR NEEDS! 


Stanley offers your choice 
of two stocks, specified as 
HDT2 and HDT3. One 
of these is just right for 
your store.- HDT2 con- 
tains a liberal stock of the 
84 items displayed. In 
the HDT3 assortment the 
stock quantities are tre- 
duced, with sample only 
furnished on a few of the 
numbers. Folder No. B- 
142 gives complete listing 
of both HDT2 and HDT3. 
Send for it. 
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NEW STANLEY 


HARDWARE MERCHANDISER 


Colorful Stanley Display With 
Selected Stock Boosts Sales 
On Standard Hardware Items! 


i & a space only seven feet long, less than three feet deep, 

a Stanley Hardware Merchandiser displays and sells 
scores of standard hardware items that used to stay on your 
shelves till someone asked for them. Supplied with a 
balanced assortment of “everyday sellers” — not a “dead” 
item in the whole assortment! It’s a compact unit that sets 
on a standard display table. It’s handy—a sample of 
everything is mounted, with price markers. Customer makes 
his choice, you lift the panel, and there’s the item in the 
regular Stanley box. 


The Stanley Hardware Merchandiser is a tested answer to 
the question of what to stock, how much to buy, how to sell 
it. Prove it to yourself! Order from your jobber the 
Merchandiser that meets your needs. The Stanley Works, 
New Britain, Connecticut. 


ORDER FROM YOUR JOBBIR 


[STAN LEY. 


TRADE MARK 


HARDWARE FOR CAREFREE DOORS 
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Now... YOUR C 


llustrated in colors 
+» filled with helpful 
information. This 
valuable Handbook 


OW would you like to have your 

own big, colorful catalog of steel 
products to give to your customers? 
Well, you can, and without its costing 
you a cent. For the Tennessee Coal, 
Iron & Railroad Company has just 
published a new combination catalog 
and handbook for free distribution 
by Southern hardware dealers selling 
U-S-S Steel Products. 

There’s a wealth of valuable infor- 
mation in this new book—facts every 
farmer wants and can use every day. In 
addition to a complete section on steel 
products and their uses, there is page 
after page of interesting and valuable 


data on crops and livestock. Look at 
the partial list of subjects at the right. 
It gives you some idea of how valuable 
this book can be to your customers— 
and to you, too. 

Here’s all you have to do to get a 
supply of these books in the hands of 
your customers. Tell us how many 
books you will need. Send us your mail- 
ing list. We will address the envelopes, 
insert the books, and ship them to you 
at no cost whatever. We will gladly 
provide these books to you free, be- 
cause we know that they will produce 
sales for you. Order through your job- 
ber or write us direct. 


TENNESSEE COAL, IRON & RAILROAD COMPANY 


Birmingham, Ala. 


United States Steel Export Company, New York 


atalog for the Farm Trade 
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* Leak proof... with the sensational guarantee 
that the cell will not stick, will not plug, 
will not damage the flashlight case. 


RING UP SALES- 
RING UP PROFITS! 


There’s selling magic in RAY-O-VAC’S new exclusive 
Leak Proof Unit Cells. Doubly insulated... 
Armored top, bottom and sides... Dated.... 
and Guaranteed! Your customers deserve this 

battery with real plus values. 


FREE tiseuay’ 


Unit package of 48 Ray-O-Vac Leak 
Proof Cells slashed to $3.12 dealer’s 
cost... provides full profit of 35%. 


Order from your wholesaler today. 
——— 


=. 


GUARANTEE! 
This cell is uncon- i 
ditionally guaranteed ¥ 


it do this at any time ( 

Ray-O-Vac will re- Sy 
place the flashlight he 
#7 without charge with ‘) 


) greater value. 


RAY-0-VAC 
COMPANY 


acaure 
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Poultey Fence ts a BIG Item 


““Chic-Mesh”’ is a closely-spaced woven wire fence 
fabric. With 2-inch spacing between ‘stays and 1 
inch between line wires at bottom, it fills practically 
every netting requirement. Costs no more than net- 
ting, yet makes a REAL POULTRY FENCE. Lasts 
far longer than netting because of its heavier, more 
durable construction . . . Customers are quick to 
prefer the lasting savings of money and effort that 
“Chic-Mesh”’ gives them. 


A good display of these features clinches ready sales 
— leads to a good volume on an easily handled line 
— gives customers what they want. 


AREAL FENCE . . for 


| All-Purpose Poultry Use 


“‘Chic-Mesh” is QUALITY fence. Made of 
copper-bearing steel, with the patented ‘“‘Gal- 
vannealing” process. All line and stay wires 
are 18 gauge— top and bottom wires, 1514 
| gauge. Closely spaced, graduated meshes (from 


Graduated 

From 

3% Inches 
Down to 


| 
| 3 Inches 
| 1 inch apart at bottom), turn the smallest chick 
ee ' or bantam. Made in 2, 3, 4, 5 and 6 foot heights. 
} From 
as Biches | KEYSTONE STEEL & WIRE CO. 
| 1% — | Dept. A PEORIA, ILLINOIS 
ween | tore | | x 


| Lin. High 


” By the Males of RED BRANDFENCE 
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A REGISTERED TRADE NAME 


PUMPS and 
WATER SYSTEMS 


Here’s a suggestion from Myers at Ashland, Ohio. to 
all dealers, plumbers and pump men who are looking 
forward to greater sales and profits during 1940. 


The popularity of Myers Ejecto Pumps and Water 
Systems and their quick acceptance on the part of buyers 
north, south, east and west, coupled with their fine qual- 
ity, exclusive improvements and excellence of perform- 
ance, are bringing more and more business every day to 
dealers who sell and install them. 


That’s why we say “Prosper Through 1940 with Myers 
Ejecto Pumps and Water Systems,” the new Myers line 
that places you in step with today’s trend toward quality, 
dependability and adequate capacity and opens your 
doors to more profitable business. 


Write us for catalog, or ask your Myers distributor for 
complete information. 


%\ THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 


POWER for sale 


WHAMMO! There’s cash register walloy 
Peters High Velocity line, because of . 


SMASHING NATIONAL ADVERTISING that me) 
_sistently pre-sells your customers on_ thi 
powerful ammunition. In 1940, over 


6,000,000 SHOOTERS—on farms and in 
and cities throughout the nation—will 
reached by High Velocity advertising 
packs the power . . . pulls them into’ 
store to buy! Add to this... 


SMASHING PERFORMANCE! For 53 years 
Peters has pioneered in many ammunitio 
improvements . . . another powerful Teaso 
for continued heavy sales! 


for your 
customers 


EXTRA WALLOP! Sledge-hammer power exactly 
tailored to fit the demands of shooters today! 


EXTRA SPEED! With sensational reach in High 
Velocity rim-fire and center-fire cartridges and 
shot shells. 


EXTRA ACCURACY! Every shot counts with this 
superior ammunition. It’s precision made . 
kept to rigorous standards by the Peters Research 
Laboratory. 


“RUSTLESS” NON-CORROSIVE PRIMING ends gun 

cleaning. Another reason why there are repeat 

Sales in every box of High Velocity ammunition 
, . extra profits in this profitable line! 


aah RN 


THIS BIG PROFIT LINEA/W// 


“HIGH VELOCITY” .22’s—Here’s extra wallop for long range shooting! 
Terrific speed. Flat trajectory. Power to spare for small game hunting, 
pest control and plinking. Supplied in short, long and long rifle sizes with 
solid or hollow point bullets. 


“TARGET” .22’s—A sensational new type of rim-fire cartridge that combines 
the two features demanded by all shooters—flat trajectory plus the accuracy 
of a target cartridge. Supplied in short, long and long rifle sizes with solid 
point bullets. 


“POLICE MATCH” .22’s, .32’s, .38’s and .45’s — Pistol and revolver experts all 
over the country acclaim the superior accuracy of this new Peters ammuni- 
tion! Week after week, they achieve sensational victories in championship 
events. Nickel-plated cases of solid head construction (brass for .22’s). 
Special bullet design. Oil-Tite protected. 


“HIGH VELOCITY” CENTER FIRE AMMUNITION — Famous the world over 
for its thunderbolt power! Amazing accuracy . . . for long range big game 
hunting. Flat trajectory ... extended point blank range. Included this 
year for the first time are the sensational INNER-BELTED soft point and 
hollow point bullets with the inner belt that assures controlled ex- 
pansion at a// hunting ranges . . . prevents disintegration and loss 
of weight. Peters High Velocity center fire cartridges are available 
in all popular calibres . . . are favorites of hunters everywhere! 


a € UPP Sb sph ed 
i , ‘ DICAP! Supplied in 12, 16 and 
. Hailed by shooters from coat 


Also ‘sup 


ETERS PACKS THE POWER «.:::.:: 


PETERS CARTRIDGE DIVISION, Remington ArmsCo.,tnc.,Bridgeport,Conn, G7. "Znner-Betted anc 
MEMBER AMERICAN WILDLIFE INSTITUTE, “FOR A MORE ABUNDANT GAME supPLY’ = Police Mann arewide 
NATIONAL HARDWARE OPEN HOUSE—April 25-May 4—WE ARE COOPERATING = triage Division. 


\ 
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Now’s the time to start selling spring fence—while 
the boys are gathered around your stove swapping 
yarns and waiting for the thaws. 

Drag a roll of bethanized fence over to the stove and 
invite the gang to rub their fingers over the tight 
weather-resistant zinc coating, to look closely at the 
smooth armor of zinc at wrap-joints. Seeing is believing. 
Just looking at bethanized fence will sell many a 
customer. 

But bethanized fence offers a real, hidden sales-story 
in the bargain. 


SOUTHERN HARDWARE 


Bethanized fence is made of rust-fighting copper- 
bearing wire, with the dependable hinge-joint construc- 
tion. Its unique electrolytic zinc coating is absolutely 
even, inch by inch, over the entire fence. It’s not only 
uniform, it’s so tightly bonded to the wire it won’t crack 
off or peel under the roughest handling. And finally, 
bethanized fence has been thoroughly tested and 
proved in thousands of farm installations. 

Stock bethanized fence. It gives you the jump on 
competition, safeguards the confidence and good will of 
your customers for years to come! 


BETHLEHEM STEEL COMPANY 


BLACK DIAMOND TWO-FILE SPECIAL FOR 


IT’S 


SOUTHERN HARDWARE 
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FOR LIVE HARDWARE RETAILERS 
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NATIONAL HARDWARE OPEN HOUSE 


¢ Files in sets! And Black Diamond! 
Here’s a hot-off-the-griddle merchan- 
dising unit that folks’ll go for, A 
natural for National Hardware Open 
House! And not expensive! It’s “duck 
soup” indeed! 

The new Black Diamond Two-file 
Special package means — 

A Unit-sale Step-up — because its 
attractiveness and practicality induce 


ANOTHER GREAT 
SALES BOOSTER 


The Black Diamond Retail 
File Display Unit offers a 
choice of three assortments 
of popular file styles and 


sizes in a colorful, perma- 

nent display unit that takes 

up little space. Hundreds 

of dealers already have this unit on their 
counters and report big increases in file 
sales, Each file Cellophane-wrapped. Re- 
fills readily obtainable. Price spaces blank 
(you fill in your own price). Your jobber 
can supply you, 


the purchase of two files instead of the 
usual one. 


Bargain Appeal with Full Mark- 
up—outfit represents a normal 
merchandise value of 63c (based on 
separate selling prices of two files 
and two handles). Yet the suggested 
40c selling price allows for the usual 
mark-up. (Cost to retailer, 27c.) 


Quick Turnover —the Black Dia- 
mond Two-file Special sells quickly 
because it is attractively packaged — 
with files Cellophane-wrapped and 
fitted with proper handles — and be- 
cause it fills the needs of the average 


consumer: A good all-around 8-inch 
mill and an equally versatile 6-inch 
extra-slim taper for saws, etc. 


ORDER EARLY—so your jobber can de- 
liver your supply in time for Open House 


Hardware Open House is the begin- 
ning of spring tool-buying. And April 
is the month your customers will be 
seeing this Two-file Special featured 
in the national advertising. No other 
file manufacturer supports the retailer 
with such prominent and widespread 
consumer advertising. 


NICHOLSON FILE CO., Providence, R. 1., U.S.A. 
Canadian Plant, Port Hope, Ontario 


BLACK DIAMOND FILES 


FOR EVERY PURPOSE 


RIGHT NOW is the time to build a complete inventory of 
bolts and nuts. 
Do this the easiest way .. . by checking your needs against 
Republic s stock of more than 20,000 headed and threaded products. 
Now about quality! You will satisfy even your most fussy customers 
by specifying “Republic Upson Quality” on your order. You'll get 
bolts that stay sold—that don’t come back. 
BERGER MANUFACTURING DIVISION Let your Republic jobber help keep your 1940 inventory in shape. 
NILES STEEL PRODUCTS DIVISION For your needs, and his, there are thousands of items awaiting immedi- 
allel iced oo ate shipment from Republic Steel Corporation, Bolt and Nut Division, 


UNION DRAWN STEEL DIVISION : 
TRUSCON STEEL COMPANY Cleveland, Ohio, or Gadsden, Alabama. whe" U. § Fob OF 
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No. 222—Modernistic design, handsome black and polished brass trim- 
ming, accurate pin tumbler cylinders with reversible latch bolt. 


No. 255—Extra rugged in 
appearance, yet replaces 
any standard back set mod- 
el. Furnished with cast 
brass pin tumbler cylinder. 
Finished in black with pol- 
ished brass trimmings. 


No. 256 has die-cast cyl- 
inder; otherwise same as 


255. 


No. 210S—New modern 
design—black and polished 
brass finish. Low in price, 
but affords real security. 


No. 241—Small rim night latch, modern case, disc-tumbler tubular type 
cylinder, unusually attractive finish. (Not illustrated) 


NIGHT LATCH PROTECTION 


‘up your turnover. Send 


ILCO Night Latches will stand out in your 
store—speed up sales and profits—when 
you use the eye-catching selling helps that 
ILCO offers you, FREE. These hard-hitting 
displays attract extra business and keep 
shelf goods moving. 

This big line of Night Latches presents 
a wide choice that sells and satisfies more 
customers. It includes many sizes and types 
—in various materials and finishes—all of 


sturdy, accurate construction. 
ILCO can help you tune 


for the complete catalog 
and for details on how to 
secure these new displays. 


INDEPENDENT LOCK CoO. w.itth"":... 


BRANCHES IN ALL PRINCIPAL CITIES 


DRDWAR 


EEDS AND GARDEN TO 


k at these Specifications! 


mpare with the usual short-lived 
rials ordinarily offered. 


se of heavy plywood, covered 
high quality WASHABLE blue 
ikoid. Trimmed with STAINLESS 
iL moldings. 


p bar STEEL heavily Nickel Plated. 


tractive, eye-catching, sales-build- 
3-color card sign fits in slot of top 
Special clips for Shears on base. 
ial holders for Shears on top bar. 


ear-ISLE is easily washable with 
ary soap and water . . . will serve 
well for many profit making years. 


se no time . . . demand is already 


You know, Mr. Retailer, that in all the welter 
of ‘special offers’’, display ‘‘gadgets’’, so called 
“self-sellers’’ and ‘“‘dealer aids’’, only ONE in a 
THOUSAND ever really pays you PROFIT DIVIDENDS 
on your investment in time and money. 


Why? Because only that one in a thousand (or 
more) has the hard-to-find, CORRECT underlying 
sales STRATEGY and value that makes it a 
SURE WINNER. FPL, 


Shear-ISLE is the “ONE in a THOUSAND’ PLAN 
for selling Shears that you have been waiting 
for these many years. 


Designed by the builders of the now world- 
famous Tonlisiamd and the greatest tool 
merchandising Plan ever created, Shear-ISLE is 
fundamentally RIGHT. 


Do not confuse this Shear-ISLE with cheap 
“‘gadgets’’. Here is a complete Shear Department 
for any store ... built to match the quality of 
the finest fixtures, brilliantly colored, beautifully 
finished (see specifications at left). 


And the SHEAR PLAN that goes with it will 
unquestionably do for your Shear sales what 
Tool island has done for tool sales. It will bring 
your community's Shear Trade INTO your store 
and KEEP it there. 


your jobber today about Shear-ISLE and the PLAN that makes it possible. 


iE PECK, STOW & WILCOX COMPANY 


SOUTHINGTON ° 


SE THIS FOR YOUR “OPEN 


| 


Since 1785 + * CONNECTICUT 


HOUSE”’ 


Wooster’s Quality, Fair Price Line 


¢ 
Put Wooster Brushes in your store, and you’ve gone 


a long way toward making 1940 your best year in 
paint brush sales—gone all the way in answering the 
demands of your customers. Watch how the sleek black 
Chinese bristle, the clean-cut lines, the nationally- 
known name catch their eyes. Notice how they are 
impressed by Wooster’s famous Foss-Setting that pre- 
vents bristle shedding. Take particular note when they 
look at the price tag. All this for no more than any 
other good brush! And the sale is clinched. Yes, to 
sell more brushes, to make more paint brush profits in 


1940—better call your Wooster distributor now! 


The ORIGINAL Angular 
Sash Tool! Wooster de- 
veloped this radically new 
brush with the angled edge. 
It cuts clean at the glass 
line, traces evenly and 
neatly around the fanciest 
trim, reduces tracing time 
by half. Available in a 
special deal counter assort- 
ment. Ask your distributor 
for details. 


WOOSTER = 


THE WOOSTER BRUSH CO. 


By Selling Top Quality 


Tests Show More Brushes Sold, 
More Profits Made by Dealers with 


S 
~ 
e 
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To help you and other hardware 
dealers make “National Hard- 
ware Open House” the biggest 
sales event in the history of your 
store, Universal is offering 
THREE FAST-SELLING 
SPECIALS of highest quality and 
workmanship. 
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Use these Universal SPECIALS 
with their quality acceptance as 
price leaders to boost your sales 
and make more profits. Use them 
to increase floor traffic and to 
help win new regular customers. 
Each item is a necessity in every 
home. 


UNIVERSAL f+ mol 


‘ole during pe 


Write or wire your order today for these UNIVERSAL Specials 
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Weight Automatic 
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UNIVERSAL’S 
Saturday Evening Post 


Advertisement 9 Sealers” 
April 20th issue z : . Cost 


This advertisement represents CLEAVER AND BOARD 


Universal’s contribution tothe ~ 
success of “National Hard- The Universal trademark 
on cutlery is known in 


ware Open House’—it will 
help to bring customers into every home. Out of the reg- 
ar Universal line, comes 


our store during this Great 
x ‘ eleever. with suable : 


LIGHT-WEIG! 


Nation-wide Hardware Sale! 


LANDERS, FRARY & CLARK 


New Britain, Conn. 


The Trade Mark Known in Every Home 


T. W. McALLISTER, Editor 


HAT the hardware man’s troubles started 

when the women began to do a large part 

of the buying is the contention of a hardware mer- 

chant with many years of successful experience in 

the business. For the women 

Quality !s Still the do not seem to know values 

Best Trade Builder © —in hardware lines, at least. 

And they go to the chain 

stores because they find there what they think are 
bargains. 

The problem is one of education—and not neces- 
sarily one of patterning too closely after the new 
competitors. For chain store merchandising is me- 
chanical merchandising, with cheap merchandise 
handed out by cheap sales people who need do little 
else but wrap packages and make change. But the 
business and prestige of the hardware man have been 
built on two time-worn but still significant terms— 
quality and service. 

It is desirable, even necessary, to pattern after 
the chain stores in the matter of inviting windows, 
attractive open displays inside the store, adequate 
lighting. And occasional special sales may be of 
real value in attracting new customers. But when 
the hardware man subordinates quality to price and 
clutters up his store with chain store types of mer- 
chandise, then he is on the way out as a hardware 
merchant. 

The ladies can be trained to appreciate quality 
in hardware just as in clothing or housefurnishings. 
It may be a slow process; but their business will be 
more secure if quality is stressed rather than sub- 
ordinated to price. 


ONSIDERABLY more than half of the hard- 

ware retailers cooperating in our Annual 
Trade Survey, presented in this issue, reported that 
the trend of hardware sales had been upward during 
the last year. But still more 
significant is thefact that in 
nearly two-thirds of the reports 
the belief was expressed that 
the business outlook for 1940 is more favorable, as 
compared with 1939. 

For the most part, it seems, this belief is not 
based on mere hopes or vague expectations. For in 
a great many cases it is stated that there has been a 
decided upward trend in business in just the last few 


Substantial Basis 
for Optimism 


months. Christmas business, many indicate, was 
surprisingly large, reflecting either renewed opti- 
mism or greater buyer power or both. 

Reports of continued heavy building activities 
were included in the replies from many parts of the 
South. Improvement in local farming conditions was 
noted by a little more than three-fourths of the re- 
porting dealers—a surprisingly large proportion, con- 
sidering the adverse effects of a drouth in some 
sections and unsatisfactory prices of certain farm 
products, such as tobacco. Perhaps the chief reason 
for this improvement is the rapid trend toward di- 
versification in farming; with such trend definitely 
indicated by some two-thirds of the dealers. 

And, finally, it is pertinent to note that, accord- 
ing to this survey, there has not been much of what 
might be termed speculative buying in the trade. 
Hardware merchants for the most part are still op- 
erating on a conservative basis, avoiding excessive 
inventory accumulation, despite the recent price in- 
creases and threatened shortages of merchandise. 


M order business of the catalog houses 
still seems to be flourishing, and is per- 
haps still the most troublesome competition faced by 
the’ small-town dealer. And the reason is not merely 
price but rather the mail or- 
der catalog with its attractive 
illustrations and convincing 
descriptions. It is an impres- 
sive example of how one may overcome the very def- 
inite handicap of lack of personal contact with pros- 
pective customers. 

The hardware retailer faces a similar handicap 
as regards personal contact with many customers 
whom he would like to serve. Unless he is set up to 
do outside selling in or canvassing of his trade ter- 
ritory, his only method of reaching many prospec- 
tive customers is through advertising. 

But many dealers say their advertising brings but 
negligible results. In such case, perhaps they might 
study the mail order catalogs to advantage. It may 
be that they do not have any definite advertising 
program, do not advertise consistently, do not pre- 
sent their merchandise in an attractive way or de- 
scribe it convincingly. The importance of these 
points may become evident after looking over the 
mail order house catalogs carefully. 


The Substitute for 
Personal Contact 


“Yes, Maam- 


| ALWAYS USE CYCLONE SCREEN .CLOTH” 


«¢ TSOR one thing—Cyclone is always 
the same—a good quality cloth that 
stretches square and makes good-looking 
screens. You always get everything first 
class from Cyclone. When you make as 
many screens as I do, you find out that 
things like the strong selvage on this 
screen cloth are important. You'll have 
these screens a long time. This Cyclone 
galvanizing has rust licked better than 
any other I ever saw.” 
Cyclone“Red Tag” Screen Cloth comes 
in black, galvanized, copper and bronze 
—all the same high quality. Every roll 


comes packed in a strong fibre carton 
which exactly fits the roll. This protects 
the cloth from damage and makes han- 
dling easy. The inventory tag in each 
carton simplifies inventory taking. 
Take advantage of Cyclone’s popular- 
ity with the customer. Get a bigger share 
of this spring’s screen cloth business by 
stocking up now. Call or write your jobber. 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, Illinois 
Branches in Principal Cities 
Standard Fence Company, Oakland, California 
Pacific Coast Division 


United States Steel Export Company, New York 


U'S°S CYCLONE “req7ag” SCREEN CLOTH 


CYCLONE 
‘Red Tag’ 


SCREEN 


Mr. Redd 


article, a gentleman came into 

my office whom I had never 
seen before. He introduced him- 
self and told me that at one time 
he was intimately acquainted with 
my old friend the late Tom Howell, 
of Richmond, Va., past president of 
the National Retail Hardware As- 
sociation. 

After he had gone, my mind wan- 
dered back for a few years to some- 
thing Tom Howell said on the floor 
of one of our national conventions 
some years ago, a statement that I 
have never forgotten. That state- 
ment was this: “Gentlemen, the 
buying public is no longer hard- 
ware-store conscious.” 

I have never forgotten that state- 
ment. The fact of the matter is, 
for the past seven or eight years 
since Tom Howell said that, it has 
been a ringing challenge to me in 
the hardware business, and I have 
tried to bring it home to myself as 
a small-town hardware dealer. 


J UST as I sat down to write this 
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Drawing Customers 


Into Our Hardware Stores 


We need more store traffic, to be obtained 


_by better displays, more effective adver- — 
tising. And Hardware Open House should _ 
fit right into this program and help make _ 


|e publie more hardware-store conscious — . 


By Veach C. Redd 
Cynthiana, Ky. 


If the buying public is no longer 
hardware-store conscious, then 
whose fault is it? Whose fault is it 
if there is no customer circulation 
in my store? I have asked myself 
that question many times over, 
and I have never gotten to the point 
where I could reconcile myself to 
the conclusion that if there is no 
customer circulation in my store, at 
least not enough to make my store 
profitable, part of the fault must 
be mine. 

I am not just a victim of circeum- 
stances and changing trends. 


Alibis Won’t Do It 


Since that statement was uttered, 
we have done a lot of talking about 
it. We have done a lot of “crying on 
one another’s shoulders,” and I 
wonder how much we have accom- 
plished, or how much real effort in 
the right direction has been put 
forth to correct a situation about 
which we are all so seemingly 
alarmed. 


We always close with the conclu- 
sion that the chains and mail order 
houses have such enormous buying 
power, that there is nothing we can 
do about it. 

Let’s analyze this thing for just 
a few minutes. Let’s try to look 
at it in a sensible way, with an 
open mind. Too many of us have 
today, and have had for a long 
time, a buying power “complex” 
and we do not use to the best ad- 
vantage what buying power we 
have. 

No big organization in this coun- 
try could open a retail store in your 
town or mine, hire a manager for 
that store, and expect him to get 
business in that community in com- 
petition with a man who has al- 
ready established, and was a part 
of that community, unless that or- 
ganization had something, some ad- 
vantages, that the local man did not 
have. 

Let’s look at these advantages. 

First of all, the one big advant- 
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“Every one of us under-estimates the value of display windows. 
Your display windows are the most important part of your store.” 


age they have is knowledge of mer- 
chandise, sources of supply, and 
consumer demand. It is true that 
they have buying power, but I am 
continually being convinced that the 
difference is not as much as we 
think; and while we, as independ- 
ents, worry tbout buying power and 
buying right, they worry about 
price range. While we, as independ- 
ents, worry about buying power and 
like ourselves, they buy the ones 
they know the greatest number of 
customers want and like at the 
price range the customer is willing 
to pay. 

In the next place, their stores 
are clean, attractive and inviting, 
and as modern as the customers 
they have set themselves up to 
serve. How do we as business deal- 
ers compare with them, in-so-far as 
stores are concerned? 


Certainly, the mass distributors 
do not have a corner on clean, at- 
tractive stores. They don’t have 
anything there that we as inde- 
pendents cannot have, if we want to 
have them badly enough. 


Certainly, they have merchandis- 
ing ability, and I see no reason why 
we as independents cannot have 
that. None of their methods are 
copyrighted. In addition to having 
the scientific knowledge of the 
“how” they are showmen, and they 
use a lot of showmanship in their 
merchandising methods. 


Let me cite you a little example 
of this kind of merchandising. Last 
fall one of the leading chain gro- 
ceries sold a pin-up lamp at a spe- 
cial price. They paid fifty-five 
cents for the lamp and sold it for 
fifty-nine cents. Of course, they 
did not make any money on the 


lamp, but here is the other side of 
the story. 


In order to get the lamp at the 
price, the customer had to buy one 
dollar’s worth of regular merchan- 
dise in the store. They sold five 
hundred thousand of these lamps 
and also one million light bulbs at 
the regular price. Did it pay? The 
lamp special created the store traf- 
fic that we as independents are al- 
ways complaining about not having. 


Store Traffic Essential 


In the next place, the mass dis- 
tributors advertise. Certainly they 
have no corner on that. I’ll admit 
that advertising is a hard job for 
most of the independent retailers in 
this country. It has been estimat- 
ed, I think, that one-third of the 
selling costs of the mass distribu- 
tors is in advertising. Selling costs 
in the independent store are high, 
because we depend almost entirely 
on man-power selling, and man- 
power selling without advertising is 
high. We have to depend on man 
power selling, because we do not 
have the store traffic that is cre- 
ated by advertising. 

Now I want to get down to real 
brass tacks on what I wanted to 
say. Hardware Open House is a 
natural for the independent be- 
cause it was designed to bring cus- 
tomer traffic into the independent 
store, and to make the customer 
more hardware-store conscious. ~ 


In the past two years, something 
over eight thousand hardware deal- 
ers have participated in what we 
then chose to call National Hard- 
ware Week. Thousands of these 
dealers are enthusiastic and had 
customers in their stores that they 
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had never seen before. They sur- 
prised themselves in volume on 
some of the items they sold be- 
cause they advertised and told 
their customers what they had. 

Hardware Open House is a “nat- 
ural” now, because manufacturers 
and wholesalers are interested. 
The first year they more or less sat 
on the side lines to see what 
would happen. The second year of 
National Hardware Week they 
came a little stronger. Many of 
the country’s wholesalers prepared 
attractive handbills for the event, 
sold them to dealers at a price no 
dealer could have hoped to equal, 
and they pulled customers into the 
store. The small independent 
dealer was thus put on a compar- 
able basis with the mass distribu- 
tor in-so-far as advertising is con- 
cerned. 

Last fall at the manufacturers’ 
and wholesalers’ convention, in a 
joint session, both manufacturers 
and wholesalers pledged their 
whole-hearted support for the cam- 
paign this year. Possibly by the 
time you read this, you will be of- 
fered sales plans with ready-made 
advertising, both by your whole- 
salers and the manufacturers from 
whom they buy direct. 

Manufacturers will do their part 
in special merchandise and adver- 
tising in a national way, and al- 
ready wholesalers are buying enor- 
mous quantities in order to get 
prices down on items that sell at 
that season of the year, that you 
may have specials that will pull 
customers into your store. 

In order to make the campaign 
successful, there are certain things 
that we as dealers must do our- 
selves. The manufacturer and 
wholesaler cannot make this cam- 
paign successful without our help 
and cooperation. 

As I write this, my mind goes 
back to tools. Of course, the hard- 
ware store is the logical place to 
buy them, but I am just wondering 
how many of us have really pro- 
moted tools in the last few years. 
All through the depression, in our 
store we have been selling tools to 
householders and farmers, and we 
got a volume that ran far ahead of 
all the high-priced mechanics’ 
tools that we sold during the boom 
years. We found that we had 


(Continued on page 50) 


Systematic coordination of purchases 
and sales, plus incentive plan, 
remarkable turnover and sales increase 


NE Saturday evening a year 
(ite George M. Yeatman, 

of Clarendon, Va., called 
together the hardware store per- 
sonnel of George M. Yeatman & 
Sons and addressed them briefly, 
about as follows: 

“From now on each of you will 
be paid, in addition to your salary, 
a 1 per cent commission on every 
sale you make. It’s your store 
now, boys and girls. See what you 
can do with it.” 

The result of this plan was that 
at the end of six months sales 
were ahead of those of the entire 
previous year. Even more signifi- 
cant, however, is the fact that, co- 
ordinated with several other poli- 
cies, the plan increased stockturn 
from the former rate of 3% times 
a year to 6 times a year. 

The contributing factors to this 
increased rate of turnover are a 
daily check on movement of stock, 
a system of merchandising slow 
items, a method of buying regulat- 
ed by stockturn, a plan of shift- 
ing stock about the store accord- 
ing to several circumstances of 


Stock Control Plan 
Doubles Turnover 


brings 
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Top, attractive Yeatman store, showing new addition 
at right. Center, George Jr. and Clarence Yeatman 
check movement of stock. Bottom, Golden and George 
Yeatman Sr. confer on the purchase of new stocks 


demand, and a sales incentive plan. 

Consistently maintained, this 
program has resulted in such an 
increased volume of business for 
George M. Yeatman & Sons that a 
large, new store built less than 
two years ago is now too small. A 
new addition just completed will 


By Wilfrid Redmond 


double the sales space. It will con- 
tain a separate paint store. It 
will also provide basement storage 
space sufficient to allow the en- 
tire basement of the original store 
to be converted into a sales floor. 

The sales incentive plan which 
contributed-so largely to increased 
stock turn, has four parts—salary, 
commission, contest prizes, and 
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Merchandise must move, or, like these holiday items, it goes to 
the front of the store where it is closed out at special prices 


annual bonus. With salary and 
commissions no salesperson earns 
less than $25 weekly. Some earn 
as much as $50. A sales contest 
is held every three months. 
Awards amounting to $100 in cash 
are given, the main division of 
which is a prize of $50 to be shared 
by the four salespeople having the 
largest number of points. 

“The one per. cent commission 
plan changed the whole viewpoint 
of the salespeople,” says Mr. Yeat- 
man. “TI found them coming back 
to the store in the evening, ar- 
ranging stosk and replenishing it 
from the reserve so that they 
would not have to make trips to 
the basement next day on their 
sales time. They keep their stock 
in better order, dusted, and neat- 
ly displayed and one result is that 
the store presents an improved ap- 
pearance.” 


“The Shadow” 


Another component of the sales 
incentive program is “The Shad- 
ow,” a store character whose iden- 
tity is known only to the manage- 
ment and whose report on sales 
performance is read at the regular 
Saturday night sales meetings. 
“Salesman Jones was seen to lose 
a paint brush sale to a customer 
who purchased a gallon of exterior 
paint Thursday morning,” is an ex- 
ample of the “Shadow’s” report. 
By giving the store shopper, or 
“snooper,” a humorous character, 
there is no ill-feeling among the 
salespeople. In fact, he is the sub- 
ject of much amusement. 

With a sales incentive plan to 


get the maximum sales effort be- 
hind each item of stock, the next 
step, according to Mr. Yeatman, is 
to have a measuring stick for turn- 
over. The plan followed, so far as 
possible, is that if one-sixth of a 
lot of stock does not move 30 days 
after the stock has been placed on 
the sales floor, it loses its display 
position and is moved to the front 
of the store where a special price 
is placed on it for three months. 
Systematically, at the end of three 
months, if it hasn’t moved, it is 
marked down until it is off the 
floor. There may be extenuating 
circumstances in relation to the 
failure of the item to move, such 
as incorrect pricing at the outset; 
but, as a rule, if the desired rate 
of turnover is not attained, the 
item is removed from the buying 
list. The two main features of this 
plan are to keep the shelf-warm- 
ers moving toward the front of the 
store and marking them down as 
they proceed. 

This turnover plan does not set 
up a hard-and-fast rule for staple 
items of hardware. It applies ra- 
ther to that large inventory of 
merchandise which has changed 
the character of the hardware 
store of 20 years ago until, in the 
modern version, it is a specialized 
department store with separate de- 
partments devoted to housefurn- 
ishings, sporting goods, toys, and 
paints. At Yeatman’s, for instance, 
the housefurnishings department 
includes separate sections of lino- 
leum floor coverings, electric ap- 
pliances, china, and kitchenware. 


“These items are seasonal and 
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subject to style changes,” says Mr. 
Yeatman. “Take, for instance, ex- 
press wagons. New models are 
now introduced each year. We 
have to move them, or in a matter 
of months we are caught with ob- 
solete models. The same thing ap- 
plies to aluminum ware, china, lin- 
oleum, rugs, sporting goods, etc. 
That is why. we have to watch our 
turnover by the month with a 
large stock of items.” 

Special handling is required for 
paint when it develops signs of 
age. Markdowns only call atten- 
tion to the fact that the paint has 
aged, and to the customer that 
means deterioration. This is over- 
come by placing the can in an elec- 
tric paint shaker and renewing the 
condition of the contents. The old 
labels are replaced with new and 
the paint is given front position on 
the shelves at a special price. 


Buying Geared To Stockturn 


A system has been worked out 
whereby buying is governed by the 
rate of stockturn, and by no other 
factor. For instance, a special deal 
or discount will not increase a pur- 
chase which has been fixed by its 
rate of turnover. For the most 
part, an item that the sales record 
shows has had one turnover dur- 
ing the past year is dropped from 
the buying list. The purchase for 
an item that has two stockturns 
may be one dozen. The purchase 
for a seven-turnover item may be 
one gross. Each turnover be- 
tween two and seven has its own 
rate of purchase. If the stockturn 
increases from two to four the 
next purchase is made at the four- 
turnover rate. If it drops from 
four to two the purchase is re- 
duced to the two-turnover bracket. 
Before this change takes place, 
however, inquiry is made to learn 
if sales of the item have fallen off 
due to some fault of handling or 
to actual slowing up of demand. 

Seasonal merchandise is purch- 
ased according to turnover per 
season just as year-round merch- 
andise is stocked according to 
stockturns per year. For instance, 
such items as skates, sleds and 
electric fans. These items are nevy- 
er purchased by the gross even 
though the volume for the season 
may be this high. Sleds turn from 

(Continued on page 52) 
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SELLING FISHING TACKLE 


IN A 


_ Sportsman’s Paradise 


6C)s Silver Flash, a Lumi- 
nous Tandem and one 
of them Hawaiian Wig- 
glers. That’s all, I guess. No, 
wait, I think I’ll take along some 
pork rind.” To fishermen and 
some hardware men this may be 
recognizable language, but to 
many others it might as well be 
Greek. 

From the beginning of time 
hardware’ stores have _ stocked 
supplies for the fisherman, the 
hunter and all-around sportsman. 
In the back country creeks the 
sport of fishing often is a simple 
one—a few floats, hooks and lines 
and a cane pole or one cut from 
the small trees growing on the 
bank. That’s fishing reduced to 
its lowest common denominator. 

Florida’s biggest sport is fish- 
ing. Almost nowhere else can be 
found such a wide range of both 
fresh and salt water fish so many 
months in the year as in Florida, 
where an hour’s drive from any- 
where will give choice of either 
variety. 

Probably nowhere else can you 
catch the stray sun perch on a 
bent pin and in a few minutes’ 
time arrive at the playground of 
the great Silver King Tarpon. In 
Florida, big-name fishermen and 
no-name fisherman rub_ should- 
ers as they play hide and seek 
with the most adventurous mem- 
bers of the finny tribe. 


It looks like gravy for the hardware 


store, and it’s not bad, but it also 


looks good to every drug store, ete. 


By L. H. Houck 


Florida hardware stores which 
cater to fishermen must carry 
large stocks consisting of almost 
endless variety, and _ likewise 
there is a wide variety of compe- 
tition. 

The Whitesell hardware store, 
Clearwater, Florida, is located 
near one of the greatest fishing 
regions of the country. From 
their store to fresh water fishing 
grounds is only a matter of min- 


utes or hours depending on the 
fancy of the fisherman. And you 
can throw a rock from their front 
door into salt water. From the 
docks a block away, boats are out- 
fitted for fishing cruises that 
may extend for hundreds of miles 
and last for weeks. 

To take care of the demands of 
their customers the Whitesell 
company have just completed re- 
modeling their entire store with 
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Manager Walb and the target they use in their weekly casting con- 
tests, which have been a source of much publicity and good will 


particular emphasis on the fish- 
ing tackle section. This depart- 
ment was placed in the front of 
the store and recent gains in vol- 
ume have proven the wisdom of 
the change. 

Variety and range of fishing 
tackle was made complete, which 
means tackle for the smallest to 
the largest fish. In lines, for in- 
stance, more than six different 
kinds are in stock from the small 
silk tournament line to cuttyhunk 
for tarpon and sailfish. Their 
usual stock consists of 20,000 feet 
and up. It takes 200 reels to 
make up their stock and they 
range in price from $2.50 to $100. 
There is a real repair and parts 
department. There may be some 
who do not know that the modern 
reel is an intricate piece of mech- 
anism to be handled with care— 


and there is a reel for almost 
every purpose. 
Double Trouble 
Surf and deep sea _ fishing 


tackle differ in construction and 
price from fresh water tackle, and 
when you stock both kinds with 
the various lures, flies and baits 
you’ve got a fishing tackle depart- 
ment. The patient fisherman will 
spend his money and his time try- 
ing to find a lure that is sure- 
fire. For the hardware merchant 
there is double trouble, for he has 
to satisfy both the fisherman and 
the fish. 

Up to now we’ve been talking 
about fishermen who might be 


classed as professionals. But 
there will always be the fisher- 
man who spends all his spare 
time fishing, and the person who 
only fishes when on vacation, and 
Clearwater is no exception. The 
population of Clearwater doubles 
during the winter tourist season. 
Many of these visitors fish and 
otherwise enjoy themselves, but 
need to be told what to buy and 
where to catch fish. 

This service is important at the 
Whitesell store. Authentic infor- 
mation on tackle, guides and plain 
and fancy fishing is provided. 
Some amateurs become over-en- 
thusiastic and may want to buy 
something which will not do what 
they think. In such cases the 
sales force of the Whitesell store 
actually try to prevent such a 
sale because it will result in a 
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disappointed fisherman and a dis- 
satisfied customer. Naturally, if 
the customer insists, he can buy 
anything he wants—but if he is 
known to be an amateur or unfa- 
miliar with the habits of Florida 
fish, he is given the best and lat- 
est authentic advice. 

This rigidly enforced policy has 
been a builder of good-will and 
repeat business and has been ap- 
preciated by all types of custom- 
ers. 

This brings to mind another 
problem taken from the warp and 
woof of a seashore hardware 
business. At the Whitesell store 
the stock range is from the small- 
est need to the largest—and their 
customer range also runs to two 
extremes. It stretches from the 
rich sportsman with money to 
burn down to the little fellow 
with only a few nickels to spend. 
In this store it is an actual possi- 
bility that a Vanderbilt or a Mor- 
gan may walk in at any moment, 
and this forty-year-old store has 
served many customers who came 
to Clearwater in a private yacht. 


Fishing Tackle Everywhere 


Where there is so much fishing 
there is also competition. Natur- 
ally every other hardware store 
also sells fishing supplies, and so 
do most drug stores, cigar stores, 
filling stations, sandwich -stands, 
department stores, dime stores 
and roadside stands. The man 
who makes the most sales is the 
man who delivers most service. 

Several simple but highly ef- 
fective methods have brought 

(Continued on page 49) 
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Mr. Walb designed this device for paying out line to fill a reel, 


measuring the line as it does so. 


This is a great convenience 


33 


NE of the most valued fea- 
() tures in the operation of 

Towers Hardware Com- 
pany, in Jacksonville, Fla., is its bi- 
weekly meetings of salesmen. Rob- 
ert Towers, president of the com- 
pany, is proud of the results of 
these meetings and is proud of the 
fact that the meetings are attend- 
ed voluntarily and are entirely in 
the hands of the sales personnel of 
the five retail stores in the Tow- 
ers organization. 

Attendance at these meetings is 
entirely optional and voluntary. 
Mr. Towers says he would rather 
have half of his men there volun- 
tarily than all of them by compul- 
sion. Not all salesmen are pres- 
ent at every meeting, of course, but 
most of them are usually on hand, 
despite the fact that no pressure 
is used to maintain attendance. 
Mr. Towers himself is not always 
present. As a matter of fact, he 
has been accused of being a dis- 
‘turbing influence at some of the 
meetings which he has attended. 


Towers Hardware Co. swears by its sales 
meetings which are used as a training school, 


clearing house for ideas, 
Above, an actual meeting 


what-have-you. 


He has been guilty of taking some 
of the boys away from the meeting 
for a Coca-Cola or a game of duck- 
pins at a nearby bowling center. 
He laughingly tells this on him- 
self to emphasize that it is the 
boys’ show. 


Uncover Ignorance 


The most salient and possibly 
the most gratifying result of these 
meetings is that they uncover a 
surprisingly large number of cases 
of ignorance of products handled 
on the part of even the most ex- 
perienced salesmen. The sales 
meeting uncovers this ignorance 
and not only does its program 
serve to instruct but, having made 
the salesmen conscious of their 
lack of product knowledge, it prods 


By John M. Goodwin 


complaints and 


them into taking more interest in 
the various lines and studying 
them more carefully in the store 
and out. 


A program of the typical meet- 
ing would include prepared talks 
concerning their respective depart- 
ments or lines by two salesmen 
who would have been notified two 
weeks in advance that they were 
scheduled for the next program. 
Another salesman is called on at 
each meeting without previous 
notification or opportunity for 
preparation, to sell some season- 
able item to one of the salesmen 
who will act as a customer. 


These features usually make an 
interesting program. After the 
prepared talks the others ask ques- 
tions of the speaker. Because of 
this feature the employee who is 
scheduled to speak prepares him- 
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self carefully so that he can speak 
with authority, answer whatever 
questions may be asked and show 
up well in the eyes of his fellows. 

D. M. Hutchins, sales manager 
and president of the employees’ 
club, presides at these meetings. 
Mr. Hutchins says it is interesting 
and gratifying to watch the sales- 
man progress from his first speech 
on the program, which is usually 
very poor, to his later efforts 
when, having gained poise and 
confidence, he can get up and do 
a very creditable job. 


Real Test of Ability 


After the extemporaneous sales 
presentation, when a salesman is 
called on without warning to “sell” 
a seasonable item, Mr. Hutchins 
and other salesmen criticize the 
presentation and ask whatever 
questions they may wish. This ex- 
temporaneous feature is a real test 
of the salesman’s knowledge of the 
product and of his ability. Mr. 
Hutchins says that it has frequent- 
ly been a surprise to him, to the 
salesman in question, and to every- 
one else to realize how little an 
experienced salesman may know 
about merchandise with which he 
is supposedly familiar. It is Mr. 
Hutchins’ opinion that many hard- 
ware salesmen with years of ex- 
perience produce comparatively 
good results only because they 
have cultivated a large number of 
friends. A large following is a 
valuable asset to any salesman, of 
course; but Mr. Hutchins believes 
that the type of salesman to which 
he refers does not realize how 
many times he fails to make sales 
to complete strangers who enter 
the store, simply because he does 
not know the merchandise or is 
not adequately prepared to present 
it to the customer. Their pro- 
grams show up this type of sales- 
man and encourage him to bolster 
his weakness. 

Sometimes a jobber’s or manu- 
facturer’s salesman will appear on 
the program to demonstrate and 
lecture on a particular line or 
lines. 

The Towers meetings, however, 
do not deal exclusively with sales 
training. In open forum discus- 
sions a wide variety of subjects 
may be discussed by the salesmen. 
They voice their opinions on prices 
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of different items, whether they 
are too high or too low, and on 
what new merchandise should be 
carried and possibly what should 
be discontinued. The meetings 
give employees an opportunity to 
air their complaints or grievances 
—an excellent idea, since a small 
peeve may develop into a serious 
difficulty if allowed to fester un- 
der the surface, unnoticed and un- 
attended. 

At these meetings employees are 
invited to make any criticisms of 
the business or any suggestions 
for improvement which occur to 
them. The fact that the meetings 
are arranged and held by the em- 
ployees themselves, makes them 


less reluctant to offer these sug-" 


gestions. 


Their opening meeting held in 
the early part of September (the 
first meeting since they were dis- 
continued for the summer vaca- 
tion period) was different and 
particularly interesting. All em- 
ployees of the company, including 
office employees, were invited to 
be present. Each non-selling em- 
ployee was asked to discuss his job 
briefly, bringing out those points 
which are of particular trouble or 
inconvenience to him, and suggest- 
ing how the salesmen might co- 
operate with him or her to elimi- 
nate or minimize this trouble. The 
credit manager, the telephone girl, 
delivery man, etc., each in turn 
pointed out how the other employ- 
ees could help them to do a better 
job. 

The Towers sales meetings 
usually last from two to two and 
one-half hours and are held every 
other Tuesday night. In presid- 
ing, Mr. Hutchins watches his pro- 
grams carefully and makes every 
effort to see that they do not be- 
come too drawn-out or tiresome. 
He realizes that such meetings can 
accomplish their objectives only if 
the real interest of those attend- 
ing is maintained. He knows that 
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although you can order a salesman 
to attend a meeting, you cannot or- 
der him to get something out of 
the meeting. Although effort is 
made to prevent it, it is natural 
and inevitable that the interest of 
the personnel will sometimes en- 
ter a depression and a few of the 
meetings will be poorly attended 
and rather listless in every re- 
spect. But they always snap out 
of these slumps and carry on. 


A Specific Result 


On the whole, the Towers meet- 
ings have accomplished much of 
benefit to both the salesman and 
the store. Their more concrete ac- 
complishments can. be illustrated 
by the record of lawn mower sales 
during this past summer. Although 
this summer was a good season for 
lawn mower sales in most sections 
of the South, there are probably 
not many hardware stores which 
can boast that they sold more than 
three times their normal volume of 
the higher quality lawn mowers, 
which is what happened at Towers 
Hardware Company. 

Mr. Hutchins explained that this 
was primarily the result of a pro- 
gram in the sales meeting which 
was designed to provide salesmen 
with more information about their 
mowers. They stressed the better 
grade mowers, pointing out the dif- 
ference between them and the low- 
er priced units, and wherein those 
differences were important to the 
customer. The sales presentations 
began by showing the customer a 
medium priced mower first, and 
trying to trade him up, rather 
than showing first the lowest and 
trading up to the medium priced 
mower; and rather than showing 
first the highest priced unit, which 
might scare the price conscious cus- 
tomer because he had not first been 
prepared by explanation of quality 
features. The results of this pro- 
gram were gratifying indeed. 

Although the Towers organiza- 
tion has five stores and a larger 
aggregate number of salesmen than 
the average hardware store, Mr. 
Towers believes that some sort of 
sales meeting would be of definite 
value to any hardware store regard- 
less of its size. He enthusiastically 
recommends the sales meeting as a 
means of improving the sales per- 
sonnel. 
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Attractive New Store 


SETS OUT TO BEAT AN OLD JINX 


OR nerve in establishing a 

new business we nominate 
Robert Lacy, now of Texarkana, 
“U.S.A.,” as this thriving city on 
the state line of Arkansas and 
Texas designates its location. 

Bob Lacy came down from 
Broken Bow and Idabel, Okla., 


and cracked the ice and dived in, 
so to speak, by opening a hard- 
ware store in a highly competitive 
field. In this city of 30,000 peo- 
ple there are four long-establish- 
ed hardware stores, combining 
well over a hundred years of ser- 
vice to the people of their section 


—not to mention all the other 
types of competitive stores hand- 
ling hardware, including retail 
stores of two leading mail order 
houses. 

An that isn’t all. Bob Lacy 
couldn’t get a location on one of 
the best streets at a figure he was 


With the brightest store interior in town, Lacy’s is off to a good start. 


by neon or gaseous tube lighting on back of letters. 


A distinctive sign of block 
letters in relief, top photo, makes the store stand out in daytime as well as at night. This is silhouetted 


(Photos courtesy Simmons Hardware Co.) 
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a 
HARDWARE 


It’s no secret that Mr. Lacy is in the hardware business here. It’s 
a corner store and this sign on a white wall “hits you in the eye” 


willing to pay, so he took a store 
which, though it is at a down- 
town corner, at Third and Olive 
streets, is “off the beaten path” 
and is generally considered a 
“Jonah” spot. It has been occu- 
pied by a drug store at one time, 
a pool hall at another time, and 
by other businesses, none of 
which have been very successful. 

The storeroom was made over, 
completely refinished inside; and 
outside walls of the building were 
repainted a snow-white, with the 
exception of a huge sign along 
one wall. 

A new ceiling was _ installed, 
show windows remodeled and re- 
finished and, in general, the store 
was “all spruced up.” 


“Brightest Store in Town” 


An engineer from the power 
and light company was called in 
to design and suggest the proper 
lighting. His recommendations 
were accepted. New fixtures were 
installed and the Lacy store is 
said to have the highest level of 
illumination of any store in the 
city. 

Last September Mr. Lacy ord- 
ered his store fixtures, which 
were to be shipped to Texarkana 
and set up as soon as _ possible. 
Then he ordered all the fast-mov- 
ing merchandising he thought 
would sell in his town. With the 
aid of some outside experts, and 
by working day and night, Lacy 
had the store ready to open in but 
a little more than two weeks after 
his orders were placed. 

It was a remarkable job in 
every respect—from standpoint of 
speedy completion as well as re- 
sults obtained. 


Next, Lacy gave a sign builder 
carte blanche orders to construct 
a sign for the front of his build- 
ing that would “hit ‘em right 
smack dab in the eye.” The re- 
sult was an outstanding job. The 
two words, “Lacy Hardware,” 
cannot be missed either in the 
daytime or at night if one is with- 
in sight of the store from any po- 
sition in front of it, even blocks 
away. 


Conspicuous Signs 


The word “Lacy” is in script 
and “Hardware” is in block let- 
ters some two feet or more high, 
both words being black, against 
a white background. Gaseous tub- 
ing behind the leters make them 
stand out at night even more 
prominently than in the daytime. 

The sign painter also did a good 
job on the side of the building. 
Here again is the firm name, fol- 
lowed by “Everything for the 
Farm, Home and Shop.” So while 
the location may be a bit away 
from the choice shopping section, 
many people pass in front of or 
near the store and cannot miss its 
signs. 

Bob Lacy is like that—quick 
thinking and impulsive. When he 
decided on opening a store in 
Texarkana, it had to be done 
quickly. Texarkana is his home 
city and he says he knew he 
would never be satisfied until he 
got a hardware store there. Men 
who know him say he loves a 
good clean fight, that he is not a 
price-cutter, but is looking for a 
challenge to make good on a pro- 
position that others say is imposs- 
ible. He is the kind of man who 
must be “up and at ’em,” in the 
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middle of activity, all the time. 
Otherwise, he says he grows stale 
and his business loses its appeal 
for him. 

He practically grew up in the 
hardware business, having start- 
ed in the store of his father at 
Broken Bow, Oklahoma, in 1922. 
After his father’s death he took 
over the store, in partnership 
with another man. Later this 
partnership was dissolved and he 
sold his interest in the Broken 
Bow store. In the meantime he 
had purchased the Martin Hard- 
ware store in Idabel, which he 
now operates as McCurtain Coun- 
ty Hardware Company. 


Plenty of Aisle Space 


The new Lacy store is arranged 
for most efficient merchandising 
—that is, for the customer to be 
served by the sales force, and to 
serve himself. There is a wide 
aisle at each side and plenty of 
space between the lateral display 
fixtures arranged in the center of 
the store. The store room is 25x- 
80 feet in size, the first 65 feet 
comprising the store, the back 15 
feet being the office and the 
“warehouse.” 

Standard stock fixtures were 
used, which are adjustable to fit 
most any size store and which can 
be changed or rearranged at will. 
Mr. Lacy pointed out that the 
value of these fixtures is two-fold 
—providing ease of waiting on 
people and suggesting merchandise 
the customer will see which he 
would not have bought otherwise. 

Recessed spaces along the wall 
at each side are used for guns, 
sporting goods, carpenters’ and 
other tools, on one side; and 
china, glassware and small appli- 
ances on the other. 

All of these spaces have indi- 
vidually controlled lighting fix- 
tures one bulb at each end and 
two near the center, brilliantly 
lighting the merchandise without 
lights showing and without glare. 

In the smaller recessed spaces 
beneath the sampled doors there is 
gaseous tubing to light up the 
merchandise. The lower priced 
items are kept here and the better 
grades of merchandise are placed 
in the compartments above and 
sampled on the doors. 
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Looking from rear to front of the store, this view emphasizes the value of orderly arrangement 


Center fixtures are of the step- 
up type, with merchandise separat- 
ed by glass partitions. There are 
some extra glass stands on one or 
two of the tables. Two or three 
low platforms were built near the 
front of the store for displaying 
larger items. 

In selecting his stock of mer- 
chandise, Mr. Lacy did not put out 
any money on slow movers or 
heavy items. For example, there 
is one table of what he considers 
the fastest moving farm supplies. 
When a farmer comes in he can be 
taken to that table, and if the item 
he wants is not there, the store 
doesn’t have it. 

That is true also of plumbing 
supplies and bathroom fixtures on 
another table; and there is a table 
of electrical supplies. Something 
of all such items kept in stock is 
displayed on tables. The store is 
specializing in builders’ hardware. 

Every item of merchandise in 
the store is plainly marked and Mr. 
Lacy encourages people to come in, 
look around and wait on them- 
selves. 

In getting started, he used a 
good sized newspaper advertise- 
ment and sent out a large number 


of mailing pieces, He is using 
“nersonalized” letters, sent to both 
city and rural people. In the case 
of the latter, the letter or mailing 
piece is addressed to the individual 
and not to a “box holder.” He 
used the county tax rolls and the 
telephone directory to make up a 
good mailing list. 

Shortly after his opening day, he 


sent a letter of appreciation to all 
the people on his complete mailing 
list. He said that this letter 
brought splendid results. Another 
letter which proved. effective is 
one he sent out a short while be- 
fore Christmas. This letter was 
mimeographed, with some _ hand- 
sketched drawings of Christmas 
merchandise. 
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An interior view of the new Mobley Hardware Company, Eufaula, 

Ala., whose recent formal opening was featured by refrigerator, 

water heater, washer and electric range demonstrations conducted 

by Miss Edith Hitchcock, of the Alabama Power Company. The 
opening was well attended. 


vey of the retail hardware and 
farm implement trade of the south- 
ern states are given in the accom- 
panying article. The survey is based 
on detailed replies to questionnaires 
mailed on January | to some tw - 
thousand hardware and farm imple- 
ment retailers over the entire South. 

It is interesting to note that, ac- 
cording to these reports, the majori- 
ty of the hardware retailers over the 
South had an increase in sales this 
last year as compared with 1938; 
and the majority, also, experienced 
a decided pick-up in sales in the last 
few months. As for the outlook for 
the coming year, nearly two-thirds 
of the reporting dealers express the 
belief that 1940 will bring better 
business than they had in 1939. 

About 40% of the dealers report 
heavier buying in recent months; but 
two-year comparisons indicate that 
stocks are little above a year ago. 


HE results of our 20th annual sur- 


trade conditions over the South during 1939 
is indicated in our annual trade survey. The 
downward trend in business which started in late 
1937 and continued through a considerable part of 
1988 was definitely reversed for the majority of the 
reporting dealers. And a still larger majority ex- 
pressed the belief that the prospects were for a still 
further improvement in 1940 as compared with 1939. 
Of course, there was no uniformity in the reports 
from over the entire South. Conditions have been 
better in some states than in others; and in the 
same state, some dealers will report an upward trend 
in business while others report an unfavorable out- 
look. Local crop conditions, building activities, etc., 
seem to be the determining factors. 
With respect to 1939 sales volume, 56.1 per cent 
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of the dealers reported a larger volume for the last 
year than for the preceding year; 23.6 per cent in- 
dicated that volume was approximately the same for 
1939 as for 1938; while 20.3 per cent reported that 
volume for the last year was less than for the pre- 
ceding year. 

As nearly as can be determined from a careful 
check of the reports, it would seem conservative to 
say that based on this survey there was an increase 
of about 6 per cent in retail hardware and farm im- 
plement sales over the South in 1939 as compared 
with 1938. 

There were a considerable number of dealers 
who reported pretty substantial gains in sales vol- 
ume during the last year, ranging anywhere from 
20 per cent to 35 per cent. On the other hand, there 
were a number of dealers who reported a loss in 
volume for the year, usually small, but in a few 
cases ranging up to from 15 per cent to as high as 
20 per cent. 

There were reports of substantial gains in sales 
volume from several dealers, each, in Alabama, Ar- 
kansas, and Tennessee, and with a number scatter- 
ed over several other states. The two states in 
which conditions were least favorable last year, for 
the most part, are Oklahoma and Maryland; since 
in each case a majority of the reporting dealers re- 
ported that they had experienced a downward trend 
of business during the year. 

A majority of the reporting dealers also indicat- 
ed that there had ben a noticeable pick-up in busi- 
ness during the last few months. Some reported, 
particularly, a very large Christmas volume. 

As to the prospects for the coming year, the sur- 
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vey gives a surprisingly optimistic picture of the 
prospects for 1940 as seen from the viewpoint of 
the hardware and implement retailer. Nearly two- 
thirds of all the reporting dealers expressed the be- 
lief that 1940 would be a better business year than 
1989. A considerable number indicated that the 
outlook for 1940 was about the same as for 1939. 
Less than 7 per cent of all the reporting dealers 
viewed the outlook as less favorable. 

The states from which expressions of opinion as 
to the outlook for 1940 were most uniformly favor- 
able are Arkansas, Alabama, Florida, Louisiana, 
Mississippi, South Carolina, Virginia and West Vir- 
ginia. Meanwhile, however, the extreme cold wave has 
caused very serious damage to crops and livestock in 
many sections and the outlook may be changed there- 
by. 

There was, of course, considerable uncertainty in 
some of the replies, in view of the fact that crop 
conditions and prices for the coming year are still 
to be determined. On the whole, however, the re- 
ports indicate a very favorable outlook for the retail 
hardware and farm implement business over the 
South for the coming year. 

This is the twentieth consecutive year that this 
trade survey has been carried on by SOUTHERN HARD- 
WARE. And as in preceding years, the survey is bas- 
ed on detailed replies to the questionnaires distri- 
buted as evenly as possible to some 2,000 hardware, 
farm implement, or hardware and implement dealers 
over the entire South, from Maryland and Virginia 
to Texas and Oklahoma. 

The questionnaires were not sent out to any 
hand-picked list; but, rather, were sent to a certain 
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20th Annual Trade Survey—Please Return Promptly 


Information for use of editor of Southern Hardware, Atlanta, Georgia, in compiling statistics and preparing 
articles reviewing general trade conditions, for January, 1940; issue of the Journal. Replies made on this side of the 
sheet will be regarded as absolutely confidential and will be used only in preparing general statistical information— 
no reference being made to any particular dealer or firm in connection with such statistics. 


= eee 


. Has the trend of hardware sales locally, this past year, been up, down, or about the same as in 1938? 
2. And what has been the trend in farm implement sales? 
Has there been any noticeable pick-up in business in last few months? 
. What is the business outlook locally for 1940 as compared with 1939? 
|. Is there now any noticeable improvement in local building activity? 
. Are local farming conditions fairly satisfactory or improving? 
7. Is there any secent marked trend toward diversification in local farming? 


. Did you participate in National Hardware Week this last year? 


1f so, with what results? 

Do you plan to participate in the similar event (Hardware Open House) this year? 
|. Have you been buying farther ahead, or more heavily, in recent months? 
. If you have improved or modernized your store this year, please give details, 

What methods have you found most effective this past year in stimulating sales? 


3. On what lines have sales been most active during the year? 


What new lines, if any, have you added during the year? 


. What percentage of your business is now cash? What are your credit terms?.....—.. 


(Replies to following questions will be held strictly confidential and used only in compiling statistics) : 
The amount of your capital stock, if incorporated? 

Your sales volume for 1939? 

How will this compare with 1938? (per cent larger or smaller) 

Present actual or estimated value of stock? Per cent larger or smaller than year ago? 
Your 1939 actual or estimated cost of doing business? (per cent of sales) 


Number of people employed in your business? 


. Write on back of this sheet, or in separate letter, any comments you may care to make for publication on these 
or other trade problems, 


Name 


number of dealers whose names were checked at 
random from the SOUTHERN HARDWARE subscription 
list of each state. Effort was made to distribute the 
questionnaires as evenly as possible over the state, 
about in proportion to the total number of trade out- 
lets in each state. Thus, it was felt, the resultant 
survey should give a fairly accurate picture of 
trade conditions over the entire South. 

These trade surveys, as they are carried on, do 
not offer any exact basis of comparison from year 
to year as to sales volume, average inventory, cost of 
doing business, etc., since no effort is made to send 
the questionnaires to the same dealers each year. 
Some dealers may, of course, receive a questionnaire 
each year, or several years. However, a new list of 
names is made up each year, without reference to 
the lists of preceding years. 

That these questionnaires are not sent out each 
year to the same or even approximately the same list 
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of dealers is very evident from the statistics which 
are compiled each year as to average sales volume, 
average value of inventory, etc. Thus, average cap- 
ital stock of incorporated firms was given in last 
year’s survey as $26,474; but in this year’s survey 
the average is smaller, $21,514—-which merely means, 
of course, that in the current survey more of the 
questionnaires were sent to smaller firms. Also, 
last year’s survey showed average sales volume as 
$61,980, while the current survey shows average 
sales volume of $57,700, notwithstanding the fact 
that, on the average, there was an increase in vol- 
ume last year as compared with the preceding year. 
And this, again, merely indicates that more of the 
questionnaires this year were sent out to smaller 
establishments. 

Last year’s trade survey indicated that retail 
hardware and implement sales were off perhaps as 
much as about 10 per cent, on the average, over the 
entire South, in 1938 as compared with 1937. The 
current survey indicates that last year, on the whole, 
the trade made up a substantial part of the loss ex- 
perienced in the preceding year, but is still not back 
to the 1937 level. However, based on the outlook 
for 1940 as seen by the reporting dealers, the com- 
ing year may reasonably be expected to bring the 
trade back to or above the level of 1937. 

In this connection it may be of interest to check 
back over the surveys of the last few years. 1934, 
1935 and 1936 were, each, years of substantial in- 
crease in sales volume for most of the southern 
trade. 1937 brought a further moderate gain in 
sales, notwithstanding the slump experienced in the 
latter part of the year. 1938 was the first year since 
recovery from the depression started, that there was 
any general decline in sales volume; and 1939 re- 
versed this trend and with generally, still brighter 
prospects for the coming year. 

While it was stated previously that in a few 
states sales were smaller last year, and apparently 
the outlook less promising for the coming year, yet 
it is interesting to note that from every southern 
state there were a substantial number of reports of 
better business in 1939 than in 1938. Thus, it seems 
that local conditions may not always be the deter- 
mining factor. Sometimes the addition of new lines 
or the development of a more aggressive sales pro- 
gram may, in large part, counteract unfavorable lo- 
cal conditions. 

There are a few other “highlights” of the survey 
which seem worthy of special comment. For in- 
stance, slightly more than three-fourths of all the 
reporting dealers indicate that local farming condi- 
tions are now fairly satisfactory or are improving. 
And along with that, something more than two-thirds 
of all the reporting dealers say that there is now a 
marked trend toward diversification in local farm- 
ing. It seems to be very definitely indicated in many 
of these reports that the farmers over the South 

_generally are getting away very rapidly from the 
one-crop plan of operation. 

A new question asked this year pertains to par- 
ticipation in National Hardware Week last year, and 
plans for participation in the similar event (Hard- 
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ware Open House) this year. 
more than half of the reporting dealers indicated 
that they participated in this trade stimulation event 
last year, though many indicated that they partici- 
pated only to a minor degree, perhaps to the extent 
of buying some of the specials offered by manufac- 


Surprisingly enough 


turers. And while the results were given as vary- 
ing all the way from very good to poor or negligible, 
a still larger proportion of the reporting dealers say 
they plan to take part in Hardware Open House this 
year. More details of this feature of the survey will 
be found on another page. 


Not Much Speculation 


Another new question related to recent or pre- 
sent buying policies—this seeming to be rather per- 
tinent, in view of the quite general belief that there 
has been substantial inventory accumulation during 
recent months. But only 40 per cent of the report- 
ing dealers indicated that they have been buying 
more heavily than usual in recent months. Also, 
replies to other questions, relating to present value 
of inventory as compared to a year ago, indicate that 
on the whole there has been very little tendency to- 
ward speculative buying policies. However, most 
of the heavier buying in recent months was for 
spring requirements, and would not be reflected in 
inventory figures as of the end of the year. 

The survey indicates that hardware store modern- 
ization is still going on at a rapid rate over the South. 
Approximately one-third of the reporting dealers in- 
dicate that they have carried on some store moderni- 
zation work during the last year, ranging all the way 
from installation of some new open display fixtures 
to complete store remodeling. This is a still further 
increase over preceding years, in the proportion of 
the reporting dealers who have been doing some store 
modernization work. 

An interesting sidelight on the value of such store 
modernization is shown in the comment made by a 
Virginia dealer. He said that though his sales of 
building materials, which make up a substantial part 
of his business, had dropped off materially during the 
year, this had been offset by the increase made in 
sales inside the store as a result of store remodeling 
and open display. 

There were, as usual, a variety of replies to the in- 
quiry as to the most effective methods of stimulating 
sales. But, in general, the emphasis was on advertis- 
ing, outside sales efforts, good displays and special 
sales. 


The reports indicate that, for the most part, the 
most active lines during the last year have been paints, 
building materials, major electrical appliances and 
farm implements. As to new lines added during the 
last year, most of the reporting dealers indicated that 
no new lines had been taken on; while among the oth- 
ers, major electrical appliances led the list, closely 
followed by radios. 

The survey indicates that a somewhat smaller por- 
tion of the total business was done for cash than was 
indicated in recent preceding surveys—though, again, 
this may be another variation due to the fact that a 
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larger number of the questionnaires evidently went 
out to smaller firms. Anyway, approximately 60 per 
cent of the reporting dealers indicated that 50 per cent 
or more of their 1939 volume was on a cash basis— 
ranging all the way from 50 per cent cash to, in a few 
cases, 100 per cent cash. 

As to credit terms, nearly 60 per cent of all the 
reporting dealers indicate that they maintain 30-day 
terms; and this, too, is a somewhat smaller proportion 
than shown in the preceding trade survey. It is in- 
teresting to note in the survey, also, an increasing ten- 
dency toward installment selling. 

The statistics as to average sales volume for 1939 
in comparison with 1938, present average value of 
stock and comparison with a year ago, average 1939 
cost of doing business, etc., will be given toward the 
close of this article. 

A more detailed analysis of the replies to each ques- 
tion which was asked in this trade survey, is given on 
the following pages. 


Upward Trend of Sales 


Question No. 1 asked, Has the trend of hardware 
sales locally, this past year, been up, down, or about 
the same as in 1988? 

In reply to this inquiry 57.3 per cent of the report- 
ing dealers said that the hardware sales trend had 
been upward during the last year. 22.9 per cent in- 
dicated that the trend had been approximately the 
same in both years. 19.8 per cent indicated that the 
trend of sales had been downward during the last 
year. Many reported that their gains had been fairly 
evenly distributed over the year, but a considerably 
larger number reported a substantial upward trend in 
business during the last two or three months of the 
year. 

Question No. 2 asked, What has been the trend in 
farm implement sales? 

39.6 per cent of the dealers replying to this ques- 
tion stated that the implement sales trend had been 
upward during the last year. 23.6 per cent indicated 
that the trend of sales had been about the same in both 
years, 36.8 per cent indicated that there had been a 
downward trend in implement sales during the last 
year. 

The replies to this question seemed to indicate that, 
on the whole, the retail farm implement business was 
going ahead on about the same level in 1939 as in 
1938. However, considering the number of reports 
which indicated a pretty substantial gain in farm im- 
plement sales in 1939, it seems that on the whole the 
last year brought some fair increase in farm imple- 
ment sales over the South, as indicated by this survey. 

Several dealers reported increases of as much as 
from 20 per cent to 25 per cent in their implement 
sales volume last year. Some reported that there were 
increases in sales of power farming equipment but not 
in sales of other implement lines. Some indicated that 
the trade-in problem tended to restrict their imple- 
ment volume. Others indicated that there had been an 
increase in sales of implement repair parts. 


Question No. 3 asked, Has there been any notice-. 


able pick-up in business in the last few months? 
57.5 per cent of the reporting dealers replied in 


the affirmative to this question, and 42.5 per cent in 
the negative. But while the majority of the reporting 
dealers merely replied with a plain “no” or “yes,” 
there were a number who replied to the effect that 
there had been a very sharp or substantial increase 
in sales in recent months. 

An Arkansas dealer stated that sales had picked 
up noticeably in November and December. Another 
Arkansas dealer said there had been a 40 per cent 
increase since October 1. Another Arkansas dealer 
said the gain had come only in December. Several 
Florida dealers, as might be expected from a resort 
section, indicated that there had been a decided in- 
crease in business the last two or three months. 

Several reports indicated a noticeably better Christ- 
mas business last December than was the case the pre- 
ceding year. On the other hand, there were a few who 
indicated that, because of unfavorable weather condi- 
tions or other factors, business was less active in the 
latter part of the year. 

A Mississippi dealer reported the best pre-holiday 
and holiday business that he had had in many years. 
On the other hand, another Mississippi dealer replied 
to this question in the negative, saying “There is little 
money here, other than federal relief.” A West Vir- 
ginia dealer said “Some of the best monthly gains 
over last year were registered during the closing 
months of 1939.” 

Question No. 4 asked, What is the business outlook 
locally for 1940 as compared with 1989? 

In reply to this question, 64.4 per cent of the re- 
porting dealers indicated that the outlook for the com- 
ing year is for better business or an upward trend in 
sales, as compared with the last year. 28.7 per cent 
indicated that 1940 business was expected to be about 
the same as 1939. Only 6.9 per cent of the reporting 
dealers indicated that the outlook was less favorable 
for 1940 than for 1939. 

An Arkansas dealer said that the outlook is favor- 
able, particularly with the farmer. Another Arkansas 
dealer said that sales for the first six months should 
be up 10 per cent. A Florida dealer said the outlook 
is “much better.” Another Florida dealer said the 
outlook “looks very good due to the building of several 
schools, churches, etc. A Georgia dealer, in a textile 
town, said the outlook is “excellent, locally.” 

A Kentucky dealer said he did not expect any im- 
provement, because of low priced tobacco. But another 
Kentucky dealer said there should be a “good increase.” 
A Mississippi implement dealer said, “If the war con- 
tinues, business will be 25 per cent better.” From 
another Mississippi dealer came the more or less typi- 
cal comment that “it depends on the cotton crop and 
price.” Several Oklahoma dealers expressed doubt as 
to 1940 business prospects on account of the drouth 
in their section. A West Virginia dealer said, “We 
look for continued gains.” 


Trend of Sales in Each State 


Following is a brief summary of the replies to the 
first four questions, from each one of the southern 
states. : 

Alabama. The large majority of the dealers re- 
porting from this state indicated that the trend of 
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hardware sales had been upward during the last year, 
but their reports as to implement sales were less fa- 
vorable. Approximately half of the Alabama dealers 
reported that there had been a noticeable upward 
trend in business during recent months. And two- 
thirds of the dealers reporting from Alabama ex- 
pressed the belief that business would be better in 
1940 than it had been in 1939. 

Arkansas. An upward trend in hardware sales for 
1939, as compared with 1938, was indicated in the re- 
ports from 76 per cent of the Arkansas dealers. 18 
per cent indicated that business had been about the 
same in 1939 as in 1938, while 6 per cent reported a 
decline in sales last year. 

As to farm implement sales, 69 per cent of the 
dealers reporting from Arkansas, said that the sales 
trend had been upward last year, with 23 per cent re- 
porting the one year as about on the same level as 
the other, and 8 per cent reporting a downward trend 
in sales for last year. 

Approximately 76 per cent of the dealers report- 
ing from Arkansas indicated that there had been a 
noticeable pick-up in business in the last few months; 
and 82 per cent were of the opinion that the outlook 
is better for 1940 as compared with 1939. 

Some particularly good increases in sales volume 
for 1939 were reported by several Arkansas dealers. 
For instance, one said 1939 volume was 34 per cent 
ahead of 1938, and another said he had a gain of 35 
per cent. There were several others reporting gains 
of from 30 per cent to 3344 per cent. On the other 
hand, there were several Arkansas dealers who re- 
ported 1989 business as about the same as 1938; or, 
in a few cases, slightly less. 


Florida Reports Good Year 


Florida. 81 per cent of the dealers reporting from 
Florida, indicated an upward trend in hardware sales 
during the last year. Reports as to farm implement 
sales were less favorable, with 44 per cent reporting 
an increase in 1939, and with the others about evenly 
divided between those reporting about the same vol- 
ume and those indicating a decline in implement sales 
for the year. : 

75 per cent of the dealers reporting from Florida 
indicated that there had been a noticeable pick-up in 
business in the last few months; and 80 per cent were 
of the belief that 1940 would be a better business year 
than 1939. 20 per cent expected the coming year to 
be about the same as last year. 

Increases for 1939 of as much as about 20 per cent 
were reported by some Florida dealers, but 10 per 
cent seemed to be the more general average gain, while 
a few reported a slight decrease in business for the 
year. ; 

Georgia. 47 per cent of the dealers replying from 
this state, reported that the trend of hardware sales 
had been up during the last year, with the remainder 
about evenly divided between those who stated that 
the sales trend had been about the same and those who 
indicated that it had been downward. As to farm im- 
plement sales, approximately one-third of the dealers 
reporting from Georgia said that the sales trend had 
been upward during 1939. 40 per cent reported a down- 
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ward trend in implement sales, and 26 per cent said 
that the implement business in 1939 had been about 
the same as in 1938. 

53 per cent of the dealers reporting from Georgia 
said that there had been a noticeable pick-up in busi- 
ness in the last few months; while approximately the 
same proportion were of the opinion that 1940 would 
be a better business year than 1939. Less than 7 
per cent of the Georgia dealers regarded the outlook 
for 1940 as less favorable than for 1939. 


Modest Average Gain 


Two Georgia dealers, each doing a substantial vol- 
ume of business, reported a 25 per cent gain in sales 
in 1939 as compared with 1938. However, most of the 
others reported rather modest gains in sales, ranging 
for the most part from 10 per cent to 15 per cent. 
There were a few who reported a slight decrease in 
sales for the year, and one who said his business was 
off 25 per cent. One Georgia dealer said local build- 
ing activities were on a heavier scale than in many 
years, while another said local farming conditions were 
the poorest in his some 40 years of business experi- 
ence. 

Kentucky. Approximately 47 per cent of the re- 
porting Kentucky dealers indicated that there had been 
an upward trend in hardware sales last year, 10 per 
cent said the sales trend had been downward and 43 
per cent said it had been about the same. The reports 
as to farm implement sales were slightly less favor- 
able with 48 per cent stating the sales trend had 
been upward last year, and the others evenly divided 
between those reporting the sales trend as the same 
and those indicating it had been downward. 

Replies from Kentucky were about evenly divided 
between those stating that there had been a decided 
pick-up in business in the last few months, and those 
replying to this question in the negative. As for the 
outlook for the coming year, about 39 per cent-of the 
Kentucky dealers expected 1940 to be a better business 
year than 1939, 44 per cent thought it would be about 
the same, and 17 per cent thought the outlook less 
favorable for the coming year. 

One Kentucky dealer doing a substantial volume of 
business reported a 20 per cent gain in sales last year; 
but, for the most part, those having an increase for 
the year reported more modest gains ranging about 
10 per cent to 15 per cent. 

Louisiana. Reports from Louisiana dealers were 
rather uniformly favorable, with 80 per cent reporting 
that there had been an upward trend in hardware sales 
during 1939, 82 per cent stating that there had been 
a noticeable pick-up in business in the last few months, 
and 73 per cent of the opinion that the outlook for 
1940 is more favorable than for 1939. 

As for farm implement sales in Louisiana last year, 
the majority of the dealers indicate that the sales trend 
had been about the same last year as the preceding 
year. One Louisiana dealer reported a decline in sales 
but an increase in net profits—but did not explain 
how this was accomplished. 

Maryland. The replies from this state were scarce- 
ly sufficient to justify any very definite statements 
about the business trend or the outlook in Maryland; 


February, 1940 


but, on the whole, the replies did not seem very favor- 
able. About three-fourths of the dealers reporting 
from Maryland indicated that they had experienced a 
downward trend in hardware sales during the last 
year, with the remainder reporting the trend as up- 
ward. As for farm implement sales, the replies were 
about evenly divided between those reporting sales as 
about the same in 1939 as in 1938: and those reporting 
a downward trend in sales. About half the Maryland 
dealers expected 1940 business to be about on the same 
level as 1939, with the others evenly divided between 
those expecting better business and those looking for 
proper business. 


Mississippi Anticipates Good Year 


Mississippi. About 47 per cent of the dealers re- 
plying from Mississippi reported an upward trend in 
hardware sales last year, 18 per cent said the sales 
trend had been downward and 40 per cent said it had 
been about the same. The reports as regards imple- 
ment sales were approximately the same. 

61 per cent of the Mississippi dealers reported that 
there had been a noticeable pick-up in business in the 
last: few months. 88 per cent expected 1940 to be a 
better business year than 1939, 12 per cent expected 
it to be about the same, and there were no reports from 
Mississippi indicating that the outlook was less favor- 
able for 1940. 

One Mississippi dealer reported the best holiday 
business in many years. Another reported a decline 
in 1939 sales and a rather poor outlook on account of 
local unfavorable crop conditions. An implement deal- 
er reported an increase in 1939 sales of some 25 per 
cent. 

North Carolina. Slightly less than half of the 
dealers reporting from this state, said that the trend 
of hardware sales had been up, during the last year, 
while most of the remainder indicated that the sales 
trend had been approximately the same in both years. 
As for the implement sales trend, 38 per cent said 
that the trend had been upward during the last year: 
50 per cent said that it had been downward, and 12 per 
cent said that volume had been about the same in both 
years. Slightly less than one-half of the dealers re- 
porting from this state, said that there had been a 
noticeable pick-up in business in the last few months. 

54 per cent indicated the belief that the business 
outlook is more favorable for 1940, 38 per cent indicat- 
ed that the outlook was about the same, and 8 per cent 
regarded the outlook as less favorable. A North Caro- 
lina dealer doing a very substantial volume of business 
reported a 20 per cent gain in sales for 1939; but 
others reported more modest increases for the year, 
and in general the survey indicates that the retail 
trade in North Carolina just about held its own this 
last year. 

Oklahoma. Slightly less than one-fourth of the 
dealers replying from Oklahoma indicated that there 
had been an upward trend in hardware sales during 
1939, with something more than one-half of the Okla- 
homa dealers reporting that the hardware sales trend 
had been downward. And the reports were approxi- 
mately the same as to the farm implement sales trend. 

As to the outlook for 1940, the reports are divided 
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about as follows: 40 per cent indicate that the outlook 
for 1940 is more favorable, 47 per cent indicate that it 
is about the same, and 13 per cent think the outlook is 
less favorable. 


In general, the reports from the western Oklahoma 
wheat belt are unfavorable, due to the drouth. As 
one dealer expresses it with respect to the 1940 out- 
look, “It would be good if we could get moisture.” 


South Carolina. Nearly three-fourths of the deal- 
ers reporting from this state indicated that the trend 
of hardware sales had been up during 1939, and the re- 
plies were about the same with respect to farm imple- 
ment sales. 87 per cent of the dealers replying from 
this state indicated that there had been a noticeable 
pick-up in business in the last few months. 

As for the outlook for the coming year, 86 per cent 
indicated that the outlook is more favorable for 1940 
as compared with 1939, with the remainder expressing 
the belief that business prospects for the coming year 
were about the same. 

A South Carolina farm implement dealer doing a 
very substantial volume of business, reported a 42 
per cent increase in sales in 1939 over 1938. In gen- 
eral, however, reports from hardware dealers over the 
state indicated more modest gains, of around 10 per 
cent. 

Tennessee. The reports from this state are rather 
uniformly optimistic as regards the trend of hardware 
sales during the last year, with 98 per cent reporting 
that the sales trend had been upward. With respect 
to farm implement sales, the reports were less favors 
able; with 55 per cent indicating that the sales trend 
had been upward, 25 per cent saying it had been down- 
ward: and 18 per cent reporting that it had been about 
the same. 

As regards the outlook for the coming year, ap- 
proximately 70 per cent of the dealers reporting from 
Tennessee indicate the belief that 1940 will be a bet- 
ter business year; and of the remainder, the large ma- 
jority indicate that business should remain on about 
the same level the coming year. 

Some sales increases for 1989 of as much as 15 per 
cent, 20 per cent and 25 per cent were reported by 
Tennessee dealers. 

Texas. As might be expected from a state where 
conditions vary so widely in different sections, the re- 
plies are by no means uniform as to the trend of sales 
during the last year. About 45 per cent indicate that 
the hardware sales trend was upward, 22 per cent 
downward, and 33 per cent about the same. The re- 
plies were somewhat less favorable as to the imple- 
ment sales trend during 1939. 

On the other hand, 61 per cent of the dealers re- 
porting from Texas said there had been a noticeable 
pick-up in business in the last few months though 
in some cases this was qualified by some comment to 
the effect that it was the Christmas sales volume 
which had been especially heavy. And 61 per cent of 
the dealers replying from Texas indicated the belief 
that 1940 would be a better business year, with the 
remainder indicating that they thought the outlook 
was about the same as for 1939. 

Virginia. About 58 per cent of the dealers reply- 
ing from this state indicated that there had been an 
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upward trend in hardware sales during 1939, with 17 
per cent stating that the sales trend had been down- 
ward and 25 per cent reporting that it had been about 
the same. The reports were somewhat less favorable 
as to implement sales, with only 25 per cent of the 
dealers indicating that the implement sales trend had 
been upward. In reply to the inquiry as to whether 
there had been any noticeable pick-up in business in 
the last few months, the responses were about evenly 
divided between “yes” and ‘‘no.” 

However, two-thirds of the dealers replying from 
Virginia indicate the belief that 1940 will be a better 
business year. 

West Virginia. Approximately one-half of the 
West Virginia reports indicated that there had been 
an upward trend in hardware sales during the last 
year, with the remainder about evenly divided between 
those saying the sales trend had been downward and 
those saying it had been about the same. 40 per cent 
of the dealers replying from this state stated that the 
implement sales trend had been upward. As to out- 
look for the coming year, about three-fourths of the 
West Virginia dealers indicated the belief that 1940 
would be a better business year than 1939. 


Comments on Building Activity 


Question No. 5 asked: Is there now any noticeable 
improvement in local building activity 

In about 58 per cent of all replies, this question 
was answered in the affirmative. However, a num- 
ber qualified their answers by explaining that while 
there was much local building activity at present, this 
was no new development but a continuation of the 
trend which had been under way for the last two years 
or more. 

The replies to this question from Florida were al- 
most uniformly in the affirmative. And a Miami deal- 
er, as might be expected, reported, “greatly increased”’ 
building activity. 

A Georgia dealer: in a flourishing textile mill town, 
said “Local building for the last twelve months has 
been heavier than in years.” From many dealers scat- 
tered over the South, there were reports of heavy 
building activity during 1939. A South Carolina deal- 
er replied “Yes, booming.” 

Another South Carolina dealer said, “We topped 
all building years this year.” A dealer in Northeast 
Texas said, “More houses have been built here in the 
past year than in any other two of the past ten years.” 

Question No. 6 asked, Are local farming conditions 
fairly satisfactory or improving? 

While in some cases the replies to this question 
were a bit vague, approximately three-fourths of all 
the responses were in the affirmative, indicating gen- 
erally satisfactory or improving farm conditions over 
the South. 

An Arkansas dealer replied that local farming con- 
ditions are fairly satisfactory’ but farm rentals are 
too high. Another Arkansas dealer replied, “improv- 
ing right along.” Still another dealer replied from 
this state, “very much improved.” On the other hand 
a Georgia dealer reported local farming conditions as 
the poorest in his forty years of business experience. 
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But another Georgia dealer reported local farming con- 
ditions as “normal.” 

A typical comment from Kentucky was to the ef- 
fect that farming conditions are fairly satisfactory 
except for tobacco prices, A Mississippi dealer replied, 
“We do not have large farmers here, all small, but 
good type.” And he added that all farming in his 
section is diversified. From another section of Mis- 
sissippi came a report of a very short cotton crop last 
year, with consequent poor farming conditions. 

Though some Oklahoma dealers reported fair farm- 
ing conditions, there was considerable comment about 
the adverse effect of the drouth which extended over 
the greater part of this state. Similar reports were 
received from a considerable number of Texas dealers. 
On the other hand: one Texas dealer reported that 
“farmers locally are in good financial condition.” An- 
other Texas dealer replied, “fairly satisfactory; many 
tenants want land but cannot find it.” A West Virginia 
dealer replied that “too many farmers are on WPA.” 

Question No. 7 asked, Is there any recent marked 
trend toward diversification in local farming? 

In reply to this question, a little more than two- 
thirds of all the dealers responded in the affirmative, 
indicating that there is a continued general trend to- 
ward diversification in farming over the South. The 
replies were quite generally in the affirmative, over 
the so-called cotton belt. 

An Arkansas dealer said, in replying to this ques- 
tion, “decided and satisfactory.” A Georgia dealer re- 
plied: “yes, quite a lot.” A Mississippi dealer replied, 
“Yes, it’s either diversification or quit farming here. 
Live stock is improving.” A North Carolina dealer 
commented on the increase in the dairy business local- 
ly. Another North Carolina dealer said, “Locally we 
have a good diversified farm program.” An Oklaho- 
ma dealer said there would be a greater trend toward 
diversification in farming. 


National Hardware Week 


Question No. 8 asked: Did you participate in Na- 
tional Hardware Week this last year? If so, with what 
results? 

To the first part of this question, 59.5 per cent of 
the dealers replied in the affirmative, and the remain- 
der in the negative. However, many dealers who re- 
plied in the affirmative qualified their response by 
stating something to the effect that they participated 
only in a limited or very small way—perhaps to the 
extent of buying some of the “specials” which were 
available through various wholesalers. 

As to the results of participation in National Hard- 
ware Week last year, there was a wide variety of re- 
plies. It was indicated by about 39 per cent of those 
who participated that the results had been good or rea- 
sonably satisfactory. The remainder were about even- 
ly divided between those who on the one hand, indi- 
cated that the rsults had been just fairly satisfactory 
and, on the other hand, those who indicated that the 
results of their participation in National Hardware 
Week had been poor or negligible. Following are typi- 
cal comments: ; 

A Florida dealer replied, “It brought in a few new 
customers, we believe.” Another Florida dealer stated 
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that the event created larger store traffic but there 
was no profit on the items sold. A Georgia dealer re- 
ferred to the event as “one of the best promotions we 
have ever used.” A Kentucky dealer said, “probably 
worth the effort.” Another Kentucky dealer said, as 
to the results, “very little difference.” A Louisiana 
dealer replied as to the results, “it is a good stimu- 
lator’ And another Louisiana dealer replied “good, 
but we marked our goods too close for profit.” A 
Mississippi dealer replied, “no noticeable increase with 
us.’ A Tennessee dealer said, “We believe it to be a 
good thing.” A Texas dealer replied, “nothing phen- 
omenal, but we would like to see it go on.” 

Question No. 9 asked, Do you plan to participate in 
the similar event (Hardware Open House) this year? 

Of the dealers replying to this question, 69.5 per 
cent indicated that they plan to participate, to some 
extent, in Hardware Open House this year. 24.3 per 
cent replied in the negative and 6.2 per cent indicated 
that they were uncertain. A further analysis of the 
replies indicates that 29 per cent of those who did 
not participate last year will take some part in Hard- 
ware Open House this year; while 444 per cent of 
those who did participate in 1939 will not repeat in 
1940. 

Question No. 10 asked, Have you been buying far- 
ther ahead, or more heavily, in recent months? 

Of the replies to this question, 39.2 per cent were 
in the affirmative and 60.8 were in the negative. This 
indicates that the majority of the hardware retailers 
have been following conservative buying policies dur- 
ing recent months, notwithstanding the flurry of price 
increases and threatened shortages during the latter 
months of 1939. 

With reference to this question, a Florida dealer 
said, “We believe the small business man will do better 
if he does not speculate.’”’ Quite a number replied to 
the effect that they were buying only as they needed 
merchandise or buying only to maintain normal stocks. 
Some others replied that they had been buying some- 
what more heavily, or somewhat farther ahead, in re- 
cent months. And still others replied something to 
the effect that they had been buying more heavily only 
on lines which had not advanced in price. 

Typical of a number of replies was the comment 
from a Mississippi dealer, “We have been trying to 
hedge some on anticipated advances.” And one deal- 
er may have been suggesting the situation faced by a 
number of others when he said that he had not been 
buying more heavily because his capital was limited. 


Store Improvement Goes On 


Question No. 11 said, If you have improved or mod- 
ernized your store this year, please give details. 

Approximately one-third of all the dealers return- 
ing the questionnaires indicated that they had been 
carrying on some store modernization work during the 
last year, though in some cases the modernization con- 
sisted merely of painting the store, putting in new 
lighting equipment or replacing some counters with 
open display fixtures. But the replies to this question 
are interesting as indicating that store modernization 
work is a continuous process and not something to be 
regarded as completed after a dealer has once remod- 
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eled or modernized his store. 

Question No. 12 asked, What methods have you 
found most effective this past year in stimulating 
sales? 

There was’ of course, the usual wide variety of an- 
swers to this question, ranging all the way from 
“ysual service” to more advertising, better displays, 
canvassing or outside selling activities, etc. On the 
other hand, there were some replies to the effect that 
no effective methods of stimulating sales had been 
found. 

Perhaps somewhat facetiously, several dealers made 
some comment to the effect that lower prices or small- 
er profit margins had been found the best sales stimu- 
lant. 

An Arkansas dealer said his most effective sales 
stimulant had been an increase in advertising and 2 
bonus to salesmen selling over a fixed quota. An Ar- 
kansas dealer who had a very substantial increase ip 
sales last year said that “direct contacts” were his best 
sales stimulant. And a Florida dealer replied, “out- 
side selling and displays.” Another Florida dealer re- 
plied, “making outside calls on individual prospects: 
including calls on contractors, and encouraging busi- 
ness places to repair and decorate.” Another Florida 
dealer replied, “having the merchandise and having it 
well displayed.” 

A Georgia dealer said his best sales stimulant had 
been “quarterly sales, with advertising by four-page 
circulars; also window displays that are eye-catchers.” 
A Kentucky dealer said his most effective method had 
been a special sale every month, tied in with window 
and store displays and local newspaper advertising. 

Another Kentucky dealer stressed “plain pricing, 
and odd-cent pricing.” A Louisiana dealer referred 
to “gooa stocks, well displayed, along with advertising 
in newspaper and picture show.” Another Louisiana 
dealer referred to an “old fashioned sale.” Radio ad- 
vertising was stressed by another dealer. “Cultivating 
the FSA business” was the comment of an Oklahoma 
dealer. 

A South Carolina dealer gave his best sales stimu- 
lants as promoting a farmers’ day and consistent news- 
paper advertising. A Tennessee dealer said his best 
trade stimulant had been his remodeled store. A Tex- 
as dealer stressed the value of “adding new and at- 
tractive lines of merchandise (housewares) and can- 
vassing in the country on tractors’ implements and 
electrical appliances.” Another Texas dealer referred 
to the addition of a parking lot for customers. Still 
another Texas dealer stressed the trade stimulating 
effect of selling on the monthly payment plan. 

Question No. 13 asked, On what lines have sales 
been most active during the year? 

The replies to this question indicate that paint 
leads the list of most active lines during the last year, 
with building materials a close second; and, thus, the 
replies to this question seem further indication of con- 
tinued heavy building activity over a considerable 
part of the South. 

The next most active lines, in order as they were 
mentioned most frequently, are major electrical ap- 
pliances, farm implements, “general hardware” electri- 
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cal supplies, housewares, sporting goods, plumbing 
supplies, builders hardware, stoves and heaters, roof- 
ing’ radios, fencing, and harness. 

Question No. 14 asked, What new lines, if any, have 
you added during the year? 

As is usually the case, the majority of the replies 
indicated that no new lines had been added during the 
last year. However, of the new lines which had been 
taken on by various dealers, major electrical appliances 
headed the list, closely followed by radios; while a 
number of dealers: in each case, mentioned the follow- 
ing new lines: Stoves and heaters, electrical supplies, 
gift goods, housewares, implements, paints, plumbing 
supplies, water systems, wall paper, seeds, roofing; 
while there was some mention of such lines as venetian 
blinds and sewing machines. 

Question No. 15 asked, What percentage of your 
business is now cash? What are your credit terms? 

Classifying the replies gives these results: 1.1 per 
cent say their business is on a 100 per cent cash basis; 
2.7 per cent report 90 per cent cash; 9.3 per cent report 
80 per cent cash business; 8.2 report 70 per cent cash 
business; 8.8 per cent report 60 per cent cash busi- 
ness; 30 per cent reported that 50 per cent of their 
business was on a cash basis; 17.5 per cent report 40 
per cent cash business; 13.7 per cent report 30 per cent 
cash business; 7.1 per cent report 20 per cent cash 
business; and 1.6 per cent report 10 per cent cash 
business. 

Responses to the second part of the inquiry indi- 
cate that 59.2 per cent of the reporting dealers are 
now maintaining, or trying to maintain, 30-day credit 
terms; 11.4 per cent have 60-day terms; 5.9 per cent 
have 90-day terms; 6.8 per cent have fall terms; .9 
per cent report indefinite terms; also’ 15.8 per cent 
say they are selling on installment terms. 
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Question No. 16 inquired as to the amount of cap- 
ital stock, if incorporated; comparison of 1939 and 
1938 sales volume; present actual or estimated value 
of stock and comparison with a year ago; 1939 actual 
stock or estimated cost of doing business; and number 
of people employed in the business. 

Average capital stock for dealers replying to this 
portion of the inquiry was $21,514. However, many 
of the dealers did not reply to this particular ques- 
tion, indicating that their business is not incorporated. 

Average sales volume for 1939 is given as $57,700. 
As to the comparison with the preceding year 56 per 
cent of the dealers reported a gain in sales for 19389, 
the average gain being 7.5 per cent; 20 per cent of the 
dealers reported a loss in sales for the year, the aver- 
age loss being 9.7 per cent; and 24 per cent reported 
no appreciable change in 1939 as compared with 1938. 

The average year-end value of inventory, as given 
in these reports, was $16,518. As to the comparison 
with the previous year, 45 per cent reported a larger 
inventory, the average increase being 11.6 per cent; 
9 per cent reported a smaller inventory, the average 
decrease being 13.5 per cent; and 46 per cent reported 
that there was no appreciable change in the size of 
their inventory at the end of 1939 as compared with 
the preceding year. 

As regards the 1939 actual, or estimated, cost of 
doing business, there was the usual wide range of re- 
plies. However’ average cost of doing business of the 
reporting dealers, based on this survey, is 19.3 per 
cent of sales—and it so happens that this is exactly 
the same average cost of doing business as was shown 
in the trade survey of a year ago. 

The average number of people employed by the re- 
porting dealers is 5.8. This is approximately the same 
as was shown in last year’s survey. 


Best Outlook in 20 Years 
Says Texas Dealer . . . 


“Business is very good in the val- 
ley (Rio Grande) considering the 
fact that there is one business es- 
tablishment in this section for ev- 
ery nineteen people,” says a report 
from a Weslaco, Texas, dealer. 

“The outlook is the best in twenty 
years. We had the largest Christ- 
mas and New Year business in the 
history of the valley.” 


Cash Sales Increased After 
Store Was Modernized . . 


“Our volume of business in 1939 
was about the same as in 1938,” 
says J. F. Small, of Small Hardware 
Co., Inc., Norfolk, Va. “However, we 
had a nice increase in our miscel- 
laneous cash store sales of regular 
lines of hardware from the time we 
put modern fixtures in our store 


INTERESTING COMMENTS FROM INDIVIDUAL DEALERS 


last April. Our sales of building 
materials—such as_ sash, doors, 
roofing and kindred products—were 
off as compared with 1938 volume; 
but, as stated, the increase in our 
store sales offset the decline in 
building materials. 

“There was a decline of $1,000,- 
000 in building permits in Norfolk 
during 1939 as compared with 1938. 
However, we are looking forward to 
a good increase now, as there seems 
to be quite a feeling that there will 
be considerable construction during 
1940.” 


Unfavorable Results of 
State Sales Tax ... 


A North Carolina dealer located 
just across the border from South 
Carolina made some comment about 
the 3 per cent sales tax in North 
Carolina and the consequent diffi- 


culty of selling across the line in 
South Carolina. Also, he says: 
“The small general stores in the 
small towns all sell staple items 
cheaper than we can handle them at 
a profit. Lard cans, axes, galvan- 
ized tubs and pails, plow shares, 
ete., are sold at about 10 per cent 
off list, and we have to lose the 
business or meet these prices.” 


Arkansas Dealer’s Unusual 
Trade Stimulant .... 


“We have a farmers’ store pri- 
marily, and have found a nice trade 
traffic stimulant in the sale of 
‘home-made’ Kentucky tobacco by 
the pound,” says Joe Miller of Nath 
Miller Hardware Co., Harrison, 
Ark. “This tobacco is sold under 
federal law by the firm selling the 
tobacco for the grower on a salary 
basis, regardless of amount sold or 
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price received for it. Records must 
be kept of sales, because this tobac- 
co is exempt from an 18-cent per 
pound federal tax when handled 
according to law. 

“We sell as high as 800 pounds 
per month, mostly in one-half 
pound and one pound lots, conse- 
quently we are bound to get many 
regular customers who often buy 
other goods.” 


Florida Store Under 
New Management . 


E. M. Carlton, of Wauchula Hard- 
ware and Supply Co., Wauchula, 
Fla., reports that this business, af- 
ter experiencing some difficulties 
previously, is now under new man- 
agement, has new and more effi- 
cient store personnel, and the 
stockholders are putting additional 
money into the business. And as a 
result, Mr. Carlton states, “we ex- 
pect to have a fine business within 
the next few months.” 


Mississippi Firm Specializes 
on Industrial Trade . 


. . 


“We lean heavily to industrial 
supplies, and concentrate to a large 
extent on that business,” says R. 
E. Addkison, president of Addkison 
Hardware Co., Inc., Jackson, Miss. 
He explains that the firm now has 
among its best regular customers, 
such concerns as oil companies, gas 
companies, creosoting plants, oil 
mills, power companies: state high- 
ways and state institutions, com- 
presses, and many shops where tools 
are used; while also keeping in 
touch with construction work of all 
kinds, including roads, new build- 
ings, ete, 

“We have two men who go to all 
parts of the state where any indus- 
trial or construction work is going 
on, but we do not call on dealers,” 
Mr. Addkison explained. 


Their Business Depends 
on Cotton Crop .. . 


“Conditions in this section de- 
pend almost entirely on the cotton 
crop,” says A. P. Turner, of Turner 
Hardware Co., Philadelphia, Miss. 
“We have a few saw mills, but the 
best of the timber has gone and 
most of our highways have been 
completed. 

“We had about 75 per cent of a 
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Read The Want Ads 
In This Paper. 
Try One Yourself. 
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LUMBER 


FROM ONE PIECE TO A HOUSE BILL. 
GOOD LUMBER AT RIGHT PRICES. 


Thigpen 
| 


ROOFING z 


Aay kind of roofing required for your job. Best stock of roofing 
materials in this section at this store, 


Doors & Windows 


Furnished for any job. Some bargains in Windows at $1.00 per 
vindow. 


PAINT 


Climatic Paints, made specially for this part of the country. Best 
grade of outside white, per gallon in 5 gallon cans, $3.15. | 

is store ia your best source of supply for cement, lime, nails 
and everything else needed in building. 


Dairying Is Gidatest This 
Farm Industry 


Plant Shrubs and 
Flowering Plants 


Nothing in the world adds as 


Dairy products make up the 
much to the attractiveness of largest 


In Picayune 


FOR 

FHA LOANS 
Better Service, Better Prices 
Better Merchandise. 


Sensational Washer 
Value 


Washer everything 
that any Washer in this price 
ri 


had priced some 
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Hardware | MERRY CHRISTMAS 
| 


AND A HAPPY NEW YEAR 


To all our friends—old and new—we ex- 
tend the time-hallowed greeting: Heartiest 
good wishes for a joyous Christmas and a 
bright and happy beginning of the New 
Year! 

Our greatest asset is the good will of our 
customers, and we want you to know how 
jmuch we value your business friendship. 
Christmas time is a fitting time to expres 
our appreciation of your friendship and your 
patronage and we take this occasion to do so. 
In the coming year may increased success 
attend you and yours in all your under- 
takings. 


THIGPEN HARDWARE CO. 
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FLOWERS 
Christmas Specials 


Camellias, all colors and sizes, 26c up. Azaleas, all colors and 
Jsizes, 25¢ up. Also Bottle Brush, Nandinas, Sweet O.ives, Magnolia 
Fuscata and other Flowers and shrubs. Visit my nursery in tac rear 
[of my home. Mrs. S. G. Thigpen 418 Third Avenue, Picayune, Mis, 


Credit 


‘Tne man who refuses to pay an] 
neovant tor valcke, hat ho 
ted and for which he bas re- 
ta full value is more guilty| No man is poorer today tian 
of wromg doing than the thiet |e Without credit. Man may have 
wih Se sant. ‘Tee PAaRy virtues, but if he can 
cote tut he | teusted tay atigrs 
univers 


In answer to trade survey question as to most effective sales 


promotion, 


Thigpen Hardware Co., Picayune, Miss., sent in their 


store paper, part of first page reproduced here, saying that it 
has been a very effective medium for stimulating hardware sales 


crop last year, but if we have a 
good crop this year and prices 
should be around 11 or 12 cents, 
business will be fairly good.” 


Keen Competition Reported 
by Florida Dealer . .. .- 
“Competition gets keener every 
day,” is the comment from a Flori- 
da dealer, who also goes on to say 
that too many jobbers are selling at 
wholesale to contractors and indi- 
viduals. 


Poor Prospects Reported 
by Oklahoma Dealer . . 

“We have had an extremely dry 
year here, with a very short crop 
and with no moisture up to the 
present time,” says a report from 
K & W Hardware, Cyril, Okla. “The 
prospects look very bad here for 
1940 for small grain, as a lot of it 
has never even sprouted.” 


Grocery Store Competition 
a Disturbing Factor ... 
“Our greatest problem here comes 
from small jobbers selling to our re- 
tail trade, and the grocery jobbers 
adding hardware—this latter caus- 
ing the grocery stores to start han- 
dling hardware,” says Joe B. Baker, 
secretary and manager of Eudora 
Hardware & Furniture Co., Eudora, 
Arkansas. 


“Next, in my estimation, is the 
failure of the hardware jobber to 
give the retailer merchandise at a 
price to meet mail order prices and 
quality of merchandise. I believe 
that this problem is of as much 
importance to the manufacturer and 
jobber as it is to the retailer, and 
that they together could do a lot 
more to correct this situation.” 


How a Tennessee Firm 
Recovered from Fire . 


“On last October 15 our store was 
burned with a net loss to us of ap- 
proximately $7,000,” says John B. 
White, of White Hardware Co., 
Ardmore, Tenn. “We opened our 
business immediately in a building 
which we had used for a warehouse 
and continued there until a new 
building was erected on the same 
lot on which the old one was 
burned. 


“Formerly we had operated our 
business in Alabama for ten years, 
until January 1, 1937—the busi- 
ness for some years having been op- 
erated as Parker-White Hardware 
Company until six years ago when 
the present owner, H. B. White, 
bought Mr. Parker’s interest in the 
business. We were located at that 
time in a small frame building 
where the insurance rate was al- 
most prohibitive. And we realized 
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“i | SINCERELY believe that if hardware merchants will lighten up 

their stores with attractive and colorful displays and do away 
with the old dark, untidy, and crowded store, business would defi- 
nitely improve," says Chas. L. Smith, of Smith-Cawood Hardware 


Co., Pineville, Ky. 


“My partner and | are very young men and have only been 
in business one year. When we bought out our predecessor, the 


store was a typical old-time hardware store. 


Since then, without 


spending over $100, we have tried in every way to make our store 
more attractive. It has brought gratifying results. 
“Last year business was, on the whole, good, but we expect 


a big year for 1940." 


renner 


after the sales tax was levied in 
Alabama that it would be next to 
impossible to show a profit in the 
old location. So when we had the 
opportunity of renting a frame 
building in Tennessee about 50 
yards from the old location, we 
moved across the state line. 

“We were doing extra well until 
the fire caught us with only $5,000 
insurance. However, we are now in 
a modern fireproof building, 30x60 
feet, and through the cooperation of 
our many friends in the hardware 
and implement business we are re- 
established and expect to do a good 
volume of business in 1940.” 

Mr. White says that jobbers and 
manufacturers are requested to 
send the firm their catalogs and 
price lists, 


Better Business Expected 
by Oklahoma Dealer . . 

“T think 1940 will show a better 
business than the last few years, 
for the hardware man,” is the re- 
port from Okfuskee County Hard- 
ware Co., Okemah, Okla. 


Arkansas Dealer Reports 
Better Farm Conditions . 

“T believe farming will be a lot 
better here,” says City Hardware 
& Furniture Co., McGehee, Ark. 
“The cut-over land owned by vari- 
ous former saw mill concerns went 
back to the state for taxes and tens 
of thousands of acres of such land 
were sold to small farmers in 40, 
80 and 160 acre tracts. The farm- 
ers are now clearing and improv- 
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ing this land. Also, the PWA has 
built them a hard gravel road and 
they can come to McGehee at all 
times of the year. 

“There is now more activity in 
farming around McGehee than at 
any time in my 41 years of experi- 
ence in the hardware and furniture 
business.” 


Lancaster Hardware Company’s 
Golden Anniversary .... . 

Lancaster Hardware Company, 
Lancaster, Texas, celebrated their 
Golden Anniversary this last month. 
The business was established Janu- 
ary 16, 1890. 

A noteworthy feature of this 
business is the fact that, after 50 
years of continuous and successful 
operation, the business is still un- 
der the personal direction of S. L. 
Randlett, the president and the 
founder of the concern. Mr. Rand- 
lett is one of the best-known hard- 
ware merchants of the Lone Star 
state, and for many years was an 
official and one of the most active 
members of the Texas Hardware & 
Implement Association. Widely 
known and greatly admired, Mr. 
Randlett has been receiving many 
congratulations from his host of 
friends in the hardware trade. The 
firm’s 50th anniversary was marked 
by extensive newspaper publicity 
and a special anniversary sale. 


Comedy in Serving “Customers 


By H. McQuirter 
Shelby Hardware & Lumber Co. 
Shelby, Miss. 


of Color’’ 


ouR article “Name It and You Can Have It’ 

in the February issue of SOUTHERN HARDWARE 
brings to mind some amusing experiences the 
writer has had in dealing with colored customers. 
Colored folk make up a very large per cent of our 
customers here in the Mississippi Delta. We go 
to great pains to understand their needs and to 
make them understand that we want and appreci- 
ate their business. 

Recently, a colored man came in and asked 
“Has you-all any Pomoleum?” Luckily, we thought 
fast enough to divine that he referred to linoleum, 
and did not have to ask him to repeat the question. 
We sell a lot of 25c cans of carbide to use in 
hunting ’possums, frogs, etc. Nine out of ten 
colored men will ask for “carbolic,’”’ “cow-bolic” 
or even “cow-bollocks..” 

When buying shot shells, they will ask for 


“high felocity,” “Suple X,” or “high Peters” 
shells. 

But about the funniest thing I ever witnessed 
was when a big, fat, greasy-looking negro woman 
who must have weighed all of 225 pounds, came 
waddling into the store early one morning with 
a smile spread all over her face. She was met 
near the front door by the proprietor and pleas- 
antly asked, “What can we do for you this morn- 
ing, aunty?” to which she replied, “White folks, 
I wants to see can you and me get together on a 
bed.” Of course, she meant together on the price 
of a bed, but the incident caused a lot of good- 
natured kidding of the boss for some time after- 
ward. 

Besides being the source of a large portion of 
our sales, our good colored people also provide 
us with many a smile and chuckle. 


—— 


Plans for Jobbers’ 
20th Convention 


| eran plans are being devel- 
oped for both business and en- 
tertainment programs for the an- 
nual joint convention of the South- 
ern Hardware Jobbers Association 
and the American Hardware Man- 
ufacturers Association, to be held 
in Palm Beach, Fla., April 8 to 11, 
inclusive. 

This will be a very notable event; 
for it will be the 50th annual or 
Golden Anniversary convention of 
the wholesalers’ association, and it 
will also mark the 40th anniversary 
of the manufacturers’ organization. 

It is quite fitting that this Gold- 
en Anniversary convention be tak- 
en to what is known as the Golden 
Coast resort—Palm Beach. The 
complete facilities of two palatial 
resort hotels, the Palm Beach Bilt- 
more and the Whitehall, have been 
reserved exclusively for this con- 
vention. These two magnificent 
hotels, with their some 840 rooms, 
should be able to handle comfort- 
ably the present normal convention 
attendance, which in recent years 
has been around 1000 to 1200. 

Present indications, however, are 
that the two hotels will be entirely 
filled for the convention and that 
there will be a considerable over- 
flow. But arrangements are being 
made to take care of any overflow 
at another high-class resort hotel 
within easy walking distance of the 
Biltmore and the Whitehall. 

Association officials spent a day 
at Palm Beach around the first of 


the year, selecting the meeting 
rooms for the convention business 
sessions and developing a tentative 
program of convention entertain- 
ment. And after a thorough in- 
spection it was their opinion that 
this famous resort affords an ideal 
layout for this particular conven- 
tion. Under the same ownership 
and operation as the two hotels is 
the Sun and Surf Club, two blocks 
away on the ocean front, and the 
Palm Beach Country Club, about a 
mile distant. The facilities of both 
these clubs will be available to the 
convention crowd. And the hotels’ 
fleet of aerocars will transport the 
convention delegates to and from 
the railroad stations in West Palm 
Beach and, on regular frequent 
schedules, between the hotels, the 
Sun and Surf Club and the Country 
Club, all without charge. 


Program Near Completion 


The business program, which is 
nearing completion, is expected to 
be the most interesting and con- 
structive in the history of these 
joint conventions. Also, elaborate 
plans are being worked out to take 
full advantage of the delightful fa- 
cilities available at Palm Beach, in 
developing the convention enter- 
tainment program. 

Plans are now under way to work 
up special Pullman cars from va- 
rious southern cities which will car- 
ry convention delegates through to 
Palm Beach without change. 
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The palatial Palm Beach Bilt- 
more, one of the two convention 
hotels, both of which are on 
beautiful Lake Worth on one 
side and only a few blocks from 
the ocean on the other side 


The convention opens on Monday, 
April 8, and closes on Thursday, 
April 11. In charge of the general 
arrangements for the convention is 
a committee composed of A. C. Ran- 
kin, president, and T. W. McAllis- 
ter, secretary, of the jobbers’ asso- 
ciation, and H. B. Wilson, president, 
and Chas. F. Rockwell, secretary, 
of the manufacturers’ organization. 


Selling Fishing Tackle in 
a Sportsman’s Paradise . 


(Continued from page 32) 


many customers to Whitesell coun- 
ters. First, they are moderate 
users of newspaper space. They 
advertise in guidebooks and in a 
publication distributed free 
which informs the winter visitor 
where to go and what to see. 

Their most valuable drawing 
card is a casting tournament orig- 
inated several years ago by this 
store and still continued. Prizes 
are offered for the best cast and 
usually run from $1 to $5 paid in 
merchandise out of the store. 
They have built a standard tourn- 
ament target and equipped the 
grounds with flood lights. The 
prizes are given for both accuracy 
of cast and for distancé. These 
contests are held once a week 
during the winter season. This 
year the tournaments are held in 
connection with the Clearwater 
Anglers Club. 

James Walb, manager of the 
Whitesell store, an ardent fishing 
fan himself, said he believed this 
tournament had been their great- 
est trade stimulator. It affords 
an ideal time and place to try out 
new equipment and draws large 


crowds. No money prizes are off- 
ered and all come from store 
shelves. There is no selling on 


the grounds. The tournament is 


kept out of commercialism and 
remains at all times a fair contest 
of skill and equipment. There are 
no requirements for entrance and 
no fees. (Continued on next page) 


50 


Since it was originated several 
years ago there has never been 
any question raised as to its fair- 
ness, and as a result it has been 
steadily building good will and 
customers for the store. 

At the Whitesell store their 
sales of fishing line became so 
large that some different means 
of handling it became necessary. 
A line merchandiser was invented 
and built by Mr. Walb. It is used 
for unwinding the line from a 
reel to be repaired as well as for 
measuring the amount of new line 
to go on a new reel. 

Fish line is made up six spools 
to the box, with all spools tied to- 
gether; that is, the line is contin- 
uous from one spool to another. 
If one spool is needed, it is clipp- 
ed off, an so on. If all six 
spools in a box are unwound you 
will have one continuous line. In 
selling lines and reels it is most 
of the time impossible to tell ex- 
actly how much line is necessary 
to fill the reel. If a spool is 
clipped it might make the line too 
short, so this machine is made to 
carry all six spools or a whole box 
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Ralph and James Walb discuss 
the features of a new reel 

and they are unwound onto the 
reel until it is full. In that way 
the customer can always get just 
the amount of line he wants. They 
have found this machine import- 
ant because it actually promotes 
the sale of line and helps to pro- 
duce a satisfied customer. 

Henry C. Whitesell is the own- 
er of the Whitesell Hardware; 
James Walb is manager and 
Ralph Walb is a member of the 
sales force. 


Drawing Customers Into Our Stores 
(Continued from page 28) 


overlooked an enormous market, on 
a line that is profitable. 

The retail mail order stores have 
seen this for the past few years 
and they have capitalized on it, and 
so have the other chain stores to a 
certain extent. This business 
should have come into our stores. 
We lost it because we were not 
alive to the situation, and because 
we did not do enough promotional 
work in that line. 

I am not talking about the chain- 
store type of tools. I mean the 
good, every-day tools that are used 
on the farm and in the home— 
good, practical tools with possibly 
a finish that is not so expensive as 
the mechanic would want on the 
tools that he would buy. 

Some time this spring suppose 
you try a window display and a dis- 
play on the tables on the inside of 
the store on this line, and see what 
happens. 

Here is something else that can 
be done, and should be done right 
away. You are going to have Open 


House. In other words, -you are 
going to extend an invitation to a 
lot of folks you would like to have 
in your store. How long since the 
ceiling and sidewalls, and maybe 
the front, had a coat of paint? We 
sell paint, and sometimes after 
looking at the fronts and the in- 
teriors of hardware stores, I won- 
der why we don’t use some of it 
ourselves. 

Check the lighting system in 
your store. Be sure that the light 
fixtures are the right distance from 
the tops of the tables or counters 
to show the merchandise to the 
best advantage. Be sure that there 
is enough light, and don’t be afraid 
to use it. 

If you took the right kind of in- 
ventory, you probably checked a lot 
of “shelfwarmers,” items that have 
been with you for a long time, and 
that already have eaten their heads 
off in interest on investment and 
carrying charges, to say nothing of 
the room they have taken up. Get 
them out during the dull season, 
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put a price on them and get rid of 
them, so that when you invite folks 
to your “Open House” the stock 
will be spick and span. Don’t try 
to unload these “shelfwarmers” 
during that event. It won’t work. 
Your store means nothing to 
folks who have never been in it. I 
wonder if you have ever stopped to 
think how many people in your 
trading radius have never been in 
your store. I think you will find a 
surprising number, if you cared to 


- make a check, who don’t even know 


that you have a store, even though 
you may have been in business for 
twenty years or more. The reason 
for this is that our population is 
changing rapidly these days. An- 
other reason is that half of the peo- 
ple in this country have grown up 
in an age of chain and department 
store merchandising, and many of 
them have that habit and have nev- 
er known anything else. 


Good Windows Important 


The merchandise in your store 
doesn’t mean anything, either, be- 
cause they can buy the same items 
in hundreds of other stores, some 
in which they are accustomed to 
shop. Advertising, of course, will 
tell the story of the merchandise, 
but there is one sure way to get 
them into the store, and that is 
with good, interesting widow dis- 
plays. 

Every one of us in this day and 
age, under-estimate the value of 
our windows. We do not give them 
the attention they deserve. I don’t 
care where you are located, or how 
small your town, your windows are 
the most important part of your 
store, especially if they are trimm- 
ed with price tickets and changed 
often enough. 

The smaller the town the oftener 
they should be changed. But don’t 
forget—They are doubly important 
if they have price tickets in them. 

Let me say, again, if you think 
that radio broadcasts, national ad- 
vertising by wholesalers and manu- 
facturers and sales promotion work 
by your local competition, such as 
the mail order and chain stores, are 
going to make a successful week for 
you during “Open House” you are 
in for dissappointment. You are 
going to have to do some work 
yourself, and a lot of it, to make it 
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a successful event; and the harder 
you work and the more you plan, 
the more successful it will be. 

The success of the event will de- 
pend largely on the effort you put 
forth to get offerings that the buy- 
ing public in your community want 
and need, at the prices they are 
willing to pay. Begin now to study 
the offerings of your more aggres- 
sive competitiors, see what they 
have to offer, and then turn the 
earth upside down to have those 
things for your visitors. 


Long and Short Margin 


Don’t try to make a lot of extra 
margin on special items. Remem- 
ber that there is no such thing to- 
day as a uniform mark-up in the 
hardware store, or in any other kind 
of store for that matter. Those 
days are gone forever. Some of the 
fast-turning staple items must be 
sold on a narrower margin and kept 
turning, if the store is to make 
money on the year as a whole, and 
if there is to be customer circula- 
tion. 

All this leads me to this thought, 
in conclusion. The opportunities 
for sales, and the methods to get 
sales, will probably be no different 
in 1940 than they were in 1910, 
1920, or 1930. A great potential 
market is still open, and the only 
difference is that there will be 
more people after that business, 
and more people working harder to 
get it than ever before. 

Wringing of hands, long faces, 
faint hearts, idle brains, lack of 
sales promotion, and wailing about 
competition, will not make it pos- 
sible to grasp opportunities in 1940. 
Careful preparation, a thorough in- 
vestigation of competition and cus- 
tomers wants, the kind of merchan- 
dise they want, and good, sound, 
truthful advertising, all geared to 
synchronize with the customers’ 
wants and needs, will make 1940 
just as successful as any other year. 
The going may be tough, but who 
of us, want to sit down and have 
things handed to us. 

Write this down too: We are in 
a buyers’ market in these United 
States of ours. We are going to 
be in a buyers’ market from now 
on. The buyer is in the driver’s 
seat. 

The buying public know more to- 
day about merchandise than they 
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ever knew before. They have been 
educated by radio, magazine and 
newspaper advertising. They know 
more about values than they ever 
knew before. Millions of people in 
this country need and want the 
things that you and I have for sale, 
but they are busy with their own 
affairs, and they don’t have the 
time to sit down and ferret out the 
information that you and I have— 
about just what they want. They 
must be cultivated, they must be 
told that we have it, and they must 
be invited in. Advertising saves 
their time. And your merchandise 
and mine is sold, provided that we 
know what they want, that we have 
it when they want it at the price 
they want to pay, and provided we 
have the right kind of advertising 
and know where the customers are. 


A ship sails Hast and a ship sails West, 
Driven by the same winds that blow, 
It is not the gale, 
But the set of the sail, 
That tells which way they go. 
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Cleanliness Essential in 
Selling Gift Goods . . 


“We try to keep our gift goods 
department in immaculate condi- 
tion,” says A. C. Grove, manager of 
Fox Brothers Hardware Company’s 
retail store at Pine Bluff, Arkan- 
sas. “Because the first thing wom- 
en will notice is dust and disorder, 
and nothing will impress them so 
unfavorably as a dirty gift stock. 


Continuous Cleaning 


“We have a negro woman who 
keeps our china, glassware and gift 
goods clean and orderly. Incident- 
ally, she is also trained to keep 
track of the stock and when some 
item is sold to replace it from the 
stock room upstairs.” 

If you want women to come into 
your store, and you have to have 
them if you want to sell gift goods, 
keep your merchandise meticulous- 
ly clean and in order, Mr. Grove 
advises.—By S. W. Ellis. 


“You'll have to take back this electric razor you sold Silas, it 
won’t even cut my corns.” 
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Stock Control Plan 
Doubles Turnover . 


(Continued from page 30) 


four to five times in one season. 
The purchase is one-sixth OL 8 
gross. Even ice skates have two 
turnovers per season, and the pur- 
chase is one-sixth of a gross. Elec- 
tric fans have from four to five 
stockturns, with purchase one- 
sixth of a gross. 

There are many lines of staple 
hardware, of course, which must 
be carried in fairly large quantity, 
irrespective of sales volume. 

“A nut is a nut,” says Mr. 
Yeatman. “It probably always 
will be an item which no stock 
system can control. This is by 
way of saying that there are many 
hardware lines which do not lend 
themselves to arbitrary stock reg- 
ulation. However, many items that 
a few years ago were not subject 
to style changes are coming into 
that category—as, for instance, 
the afore-mentioned builders and 
cabinet hardware. Our turnover 
rules apply to these items and to 
seasonal merchandise which has 
become so large a part of the stock 
of the modern hardware store that 
special turnover and sales tech- 
niques have had to be developed 
for them.” 


Increases Range of Stock 


“We would much rather pay a 
jobber 5 per cent and get six turn- 
overs a year,” says Mr. Yeatman, 
“than save 5 per cent by buying 
direct from the manufacturer and 
have the store overloaded with 
items that have a two or three 
turnover rate. We feel that the 
system of regulating buying by 
turnover has, in many instances, 
enabled us to have twelve differ- 
ent items on our shelves where 
we would have had only one with- 
out it. Without a buying plan we 
might be stocking by the gross an 
item that warranted only a dozen 
purchase. 

“Another weakness of operation 
that this turnover check shows up 
is this: there may be a tendency 
somewhere in the store to over- 
emphasize one department at the 
expense of others. For instance, 
small electric appliances may be 
moving at a high rate of turnover 
while stockturn of sporting goods 
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is far below par. This often indi- 
cates that sporting goods are suf- 
fering from a poor location or lack 
of sales promotion. We look into 
it. We recently moved sporting 
goods to the front of the store and 
moved builders’ tools back. Sport- 
ing goods are largely impulse 
items and have a natural location 
toward the front, while tools are 
a demand item and can hold their 
own at the rear.” 


Checking Stockturn 


First step in the plan of keep- 
ing an accurate check on turnover 
is departmentalization. Each de- 
partment is in charge of a manag- 
er who is responsible for move- 
ment of stock. He makes a daily 
report on sales to Mr. Yeatman. 
This includes not the mere turning 
in of a report but a short confer- 
ence on the condition of the de- 
partment during which the move- 
ment of various items is discussed. 

Just as the manager has one 
function to perform, so Mr. Yeat- 
man handles just one phase of the 
merchandising program. He keeps 
a daily record of sales, makes a 
monthly recapitulation, and watch- 
es the annual rate of turnover. Re- 
plenishment of stock is in charge 
of a buyer who fills the role of 
merchandise manager for the 
store. This similarity to depart- 
ment store organization is accomp- 
lished in a small city store. It has 
been done, according to Mr. Yeat- 
man, by developing a cooperative 
spirit in the store. In this the 
management plays a part by show- 
ing confidence in the personnel to 
the extent of entrusting them with 
such positions as store manager, 
department manager and buyer. 

When the department manager 
reports his sales and inventory to 
Mr. Yeatman, one-third of a cycle 
of stock control operation has been 
completed. Mr. Yeatman next calls 
in the buyer and checks with him 
on each item under consideration 
for purchase. The rate of turn- 
over on each of these items is re- 
ported by Mr. Yeatman and the 
buyer makes up his order sheet ac- 
cordingly. 

When the stock arrives, the buy- 
er places a code mark on it indi- 
cating the date of arrival. He 
then places it in stock on the sales 
floor and notifies the floor man- 
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ager and the department head 
what the additions are. The cycle 
is completed when the department 
manager makes his reports to Mr. 
Yeatman. 

The efficiency of the stock con- 
trol system was illustrated the 
first of this year when complete 
physical inventory of the store was 
taken in one day, all hands pitch- 
ing in on the job. This was ac- 
complished through a rigid de- 
partmentalization set-up. All stock 
is displayed on tables with en- 
closed compartments for a dupli- 
cate reserve stock underneath. And 
each item of reserve stock has just 
one place on the shelves below the 
tables. This simplifies the job of 
checking turnover. A glance at 
these shelves tells the department 
manager at any time just what the 
rate of turnover is for the month. 

“With daily reports by manag 
ers of each department, it is no 
trick at all to tell how the stock 
is. moving,” says Mr. Yeatman. 
“We don’t have to use an elabor- 
ate stock card system. Instead, 
each small section of stock is re- 
ported by the person responsible 
for that stock. The second factor 
is that each item of display stock 
and each of reserve stock ‘s al 
ways in one place. 


Departments Earn Locations 


Each item and each department 
in the store must earn the space 
it occupies. As a rule, if an item 
does not attain its scheduled rate 
of turnover in a month, it is moved 
up front to the close-out section. 
If a department doesn’t earn what 
the space it occupies is judged to 
be worth, it is changed in appear- 
ance or moved. 

“Tf we have just put in new wali 
shelving in a department and the 
items on this display fixture do not 
move as we anticipated, we will 
tear it out and convert it into a 
display table, or move the depart- 
ment entirely,” says Mr. Yeatman. 
‘If a long display table does not 
give us the turnover that was ex- 
pected, we will break it up with- 
out hesitation and make a smaller 
table of it, or move it to another 
part of the store. 

“Moving the store around this 
way is heavy work but it is an im- 
portant part of the job of getting 
a high turnover.” 


A Year Around Business 
In Water Systems 


sed nares ia must have water, 
so there is a universal need 
of pumps and water systems,’ de- 
clared Donald M. Harvey, manager 
of the Harvey Hardware Company, 
Pensacola, Fla. “Our pump trade 
is not only profitable in itself, but 
also leads to many additional sales. 
For in visiting the homes and busi- 
ness establishments we discover 
many other things that are needed, 
such as paints and enamels, garden 
tools and builders’ hardware, as 
well as many small items for the 
house, farm or store. If we are 
acquainted with the pump prospect 
we call his personal attention to 
these ‘needfuls’; if a stranger, we 
jot down the address and forward 
him literature, featuring the latest 
types of needed items. 


Commercial Prospects 


“Every commercial establishment 
that makes use of refrigeration is 
in need of pumps to regulate the 
constant flow of water, so as soon 
as we hear of a new concern open- 
ing up we contact them immedi- 
ately. A personal call gets the 
best results, for in a single visit we 
can answer any questions and 
make quotations on the equipment. 
Similarly, when a new home is be- 
ing built—especially in the coun- 
try—where pumps are needed, we 
are on the job immediately with 
quotations. 

“As a general thing, where the 
job runs into three figures, we ob- 
tain one-third down and the bal- 
ance within a year. This does not 
work a hardship, as the payments 
usually run about $10.00 a month. 
Trade-ins of old equipment are per- 
mitted. We allow about $20 for 
the trade-in and it costs approxi- 
mately $10 to replace any worn 
parts and put the outfit in first- 
class condition. This reconditioned 
stock is sold at a mark-up of about 
20%. We have no trouble what- 
ever in disposing of it. In fact, it 
is one of the fastest-selling lines we 
handle, and we could dispose of 
twice as much if we could get it. 


“We are distributors of pump 
equipment for a well-known manu- 
facturer for Pensacola and north- 
west Florida. Once a year we send 
them a list of all present users, and 
a number of good prospects. Then 
for a period of four or five months 
they send literature to each of 
these names once a month. The 
pamphlets, folders and letters give 
complete information about the 
pumps, and advise them to consult 
us for demonstrations and com- 
plete cost of installations. 

“This pump business is an all- 
the-year-around proposition with 
commercial establishments, but is 
more seasonal with home owners, 
the peak of the trade occurring in 
the late spring. The season opens 
about the first of February and 
continues until well into July, so it 
is during this time that we culti- 
vate the territory most intensively. 

“At the opening of the season we 
have a good window display. A 
stream of flowing water always at- 
tracts attention, and people who 
stop to watch it have a good oppor- 
tunity to observe our complete 
pump equipment. 

“Of course, it is a line that takes 
considerable time, and we do not 
always close a deal; but when we 
do we make a very satisfactory 
profit. So for the outlay of money 
necessary to have a good selection 
of stock on hand, I consider this 
line about the most profitable that 
a hardware man can handle.”— 
W. B. Stoddard. 


The Time Is Ripe for 
Water System Sales . 


N each successive month for the 

last several months rural buy- 
ing has been far ahead of the cor- 
responding figures a year earlier. 
The ratio of prices received by 
farmers as compared with prices 
paid has jumped six points recent- 
ly. The Bureau of Agricultural 
Economics estimates the 1939 cash 
farm income at $8,000,000,000 and 
1940 income at $9,000,000,000. 
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There is no better time than the 
winter and early spring, which is 
the farmer’s leisure time, to get 
the story of running water before 
him and his family. The Council 
anticipates a rise in water system 
prices in the spring, along with 
other manufactured commodities, 
but point out that an immediate 
FHA loan will serve as a hedge 
against this price rise. 


Taylor Elected President 
of Texas Association . 


At the forty-second annual con- 
vention of the Texas Hardware 
and Implement Association, held 
in Dallas, January 23-25, Herman 
Taylor, of Lufkin, was _ elected 
president; and T. P. Tucker, of 
Beeville, was elected vice presi- 
dent. 

Directors re-elected at _ this 
meeting include: C. T. Buie, Itas- 
ca; N. R. Carter, Slaton; H. P. 
Horsley, Dallas; J. D. House, Jr., 
Paris; George P. Prewitt, Taylor; 
Lee Watson, Brownwood. 

A. P. Sharp, of Troup, retiring 
president of the association, is a 
new member of the board of direc- 
tors, along with Claud Rogers, of 
Frisco, and Henry Rush, of Mar- 
lin. 

Attendance was somewhat re- 
stricted the first day because the 
weather man brought zero weath- 
er and a heavy blanket of snow 
over North Texas. However, the 
meeting room was filled to capaci- 
ty the second day, and with some 
overflow. And attendance, for the 
convention as a whole, was consid- 
ered very satisfactory. The exhibit 
hall was filled to capacity with 
displays of hardware and allied 
lines. The entertainment program, 
starting with the past presidents’ 
dinner on Monday night and end- 
ing with an elaborate banquet, en- 
tertainment program and dance on 
Wednesday night, was fully up to 
the usual high standard. 

J. D. Martin, Jr., of Bryan, Tex- 
as, continues as secretary of the 
association. 

A complete, detailed report of 
the convention will appear in the 
March issue of SOUTHERN HARD- 
WARE. The convention came too 
late in the month for the complete 
convention story to be carried in 
this issue. 
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Hardware Men Attend 
Housewares Show 


ANY southern hardware buyers, 

both whoelsale and _ retail, 
looked over an array of some 400 ex- 
hibits of housewares and allied prod- 
ucts at the 1940 show of the House 
Furnishings Manufacturers’ Associa- 
tion, January 7-13, at the Palmer 
House in Chicago. A new note this 
year was the featuring by many manu- 
facturers of National Hardware Open 
House Week specials, and there was a 
definite trend toward special deals for 
the dealer to display to bolster his 
housewares sales. Also included were 
many new items, more emphasis on 
brighter colors for kitchenware, and 
other features which will be further 
offered and advertised to the hardware 
and housewares trade during the com- 
ing months. 


South Well Represented 


Some Southern hardware folks who 
were noted in attendance included Don 
Warren, Stratton-Warren Hardware 
Co., Memphis; John Morris, Orgill 
Brothers & Co., Memphis; Walker 
Stuart, Richmond Hardware Co., Rich- 
mond, Va.; Wm. French, Jr., Moore- 
Handley Hardware Co., Birmingham ; 
Baxter Hurt, Phillips and Buttorf Co., 
Nashville; John Erwin and Henry 
Allison, Glasgow-Allison Co., Char- 
lotte; R. E. Hinman, Belknap Hard- 
ware & Mfg. Co., Louisville; Veach C. 
Redd, Cynthiana, Ky.; K. W. Masse, 
Stratton & Terstegge Co., Louisville; 
Robert M. Barnes, New Orleans, La.; 
A, L. Clarkson, Oklahoma City Hard- 
ware Co.; F. B. Johnson and Emzy 
Saul, Pettees’, Oklahoma City; Mrs. H. 
L. Jenkins, Clark-Darland Hardware 
Co., Tulsa, Okla.; H. K. Vinson, Huey 
& Philp Hardware Co., Dallas; C. M, 
Goodman, Zork Hardware Co., El 
Paso; Vergil Hall, Roberts Hardware 
Co., Clarksburg, W. Va.; W. F. Ladieu 
and E. B. Saunders, Woodward, Wight 
& Co., New Orleans; Philip A. Richard, 
Higginbotham-Pearlstone Hardware 
Co., Dallas; Edwin Flato, Corpus 
Christi Hardware Co.; W. EH. Adelman, 
Adelman Hardware Co., Bixby, Okla. 

An announcement of interest was 
made on the last day of the exhibit to 
the effect that the major appliance 
manufacturers who had a_ separate 
show at the Stevens hotel will com- 
bine with the housewares group to 
make a single show in 1941. 

It is impossible to point out the fea- 
tures of all of the exhibits, but in the 
following are included many of ‘the 
lines better known to the hardware 
trade. 

National Enameling and Stamping 


Co, introduced a new “Flower Basket” 
design in decorated kitchen containers 
to help in spring promotion and had 
samples of many of their galvanized 
and tinware lines as well as kerosene 
stoves, roasters, canners, etc. 

Union Fork and Hoe Co. stressed 
their new “Flex-Beam” handles for 
hay forks, header forks, barley forks 
and manure forks, an improvement to 
give wood handles additional strength, 
yet allowing a full-length springy ac- 
tion for farm fork handles. 

Enterprise Mfg. of Pa. had a set-up 
of the home butchering display that 
they have featured to the hardware 
trade this season. It included a sug- 
egsted set-up for the dealer to display 
and sell complete supplies for home 
butchering by placing all of the items 
on one counter for attracting new cus- 
tomers. Enterprise reported a healthy 
increase in dealer sales on this equip- 
ment through featuring complete lines 
in the season just past, and the pro 
motion will be continued this year. 

The A. S. Boyle Co. display included 
Old English polishes and waxes as 
well as 3-in-One lubricating oils, ete. 

Glass Coffee Brewer Co., a leader in 
the coffee brewer field, featured new 
displays for spring promotion and Open 
House Week. The coffee maker field 
got several new entries at the show 
and seems to be due for a lot of at- 
tention during the coming year. 

Bissell Carpet Sweeper Co. had a 
new Universal full-size sweeper in a 
dark blue color which is being played 
up in their advertising and dealer 
window displays and show cards. 

The Queen pressure cooker of the 
Wisconsin Aluminum Foundry is the 
newest addition to this line and fea- 
tures a seven-quart-jar capacity for 
canning as well as a special design for 
ordinary cooking, with ease of use 
and cleaning and a metal-to-metal seal 
as selling points. 

A new Crystal model of the Drip-O- 
Lator in a six-cup size with a colorful 
display was shown along with the reg- 
ular line of aluminum cooking utensils 
by the Enterprise Aluminum Co. 

J. R. Clark Co. displayed ladders, 
clothes racks and a new ironing board 
that is going to come in for promotion 
soon. 

Aluminum Goods Manufacturing Co. 
had a very complete line of new cook- 
ing utensils, featuring Mirro, Viko and 
other well-known lines. They featured 
& new vacuum coffee maker in un- 
breakable Mirro which had just been 
added to their line. 

Singing teakettles featured the col- 


orful display of enamelware by Federal 
Enameling and Stamping Co, 

A new selling feature for ladders 
was introduced by Rich Ladder and 
Mfg. Co. They showed their “Red 
Bird” ladder with a bucket hoop on 
the top to hold a pail, eliminating the 
bend-over to get to a pail on the usual 
rack. Ironing tables and step-stools 
were also included in their display. 

The pressure cooking idea has been 
adapted to another utensil in the new 
pressure sauce pan. introduced by the 
National Pressure Cooker Co. In 2- 
and 3-quart sizes this pan cooks veg- 
etables in one or two minutes, retain- 
ing freshness and colors as well as 
saving on time and fuel costs. This 
is a recent addition to the full pressure 
cooker and canner line of this concern. 

Aluminum Cooking Utensil Co. fea- 
tured “‘Wear-Ever” utensils and the 
national advertising behind this line. 

Foley Mfg. Co. had a food chopper 
for cabbage, vegetables and cubing 
steaks added to their line of food mills, 
strainers, etc., and selling for 59 cents. 

Two specials were on display by 
Griswold Mfg. Co.—a 75th anniversary 
special No. 5 cast iron skillet with 
hinged cover, and an Open House 
special featuring the No. 8 or larger 
skillet with the hinged cover. 

An innovation in vacuum jars was 
shown by Aladdin Industries, Inc., who 
had one model with a siphon type dis- 
penser in the head of the jar to allow 
withdrawal of the contents as needed 
without lessening the efficiency of the 
jar. A new Hy-Lo vacuum bottle was 
also on display. 

Moore Enameling and Stamping Cv. 
featured a new decorated enamelware 
in the Memco line. 

Dazey Churn & Mfg. Co. had a new 
deluxe can opener with the swing fea- 
ture to fold against the wall when not 
in use, and with a new cutting mech- 
anism for all types of cans and a new 
bottle opener. This fits the wall brack- 
et for the other Dazey appliances, in- 
cluding a juicer, knife sharpener, ice 
erusher and nut cracker. 

The complete Universal line of ap- 
pliances, vacuum bottles, cutlery, 
housewares, scales, food choppers, etc., 
as shown by Landers, Frary and Clark, 
included an Open House special of a 
cleaver and chopping board set to re- 
tail for 89c; another Hardware Open 
House special of a health scale to sell 
for $3.95; a Mixablend electric mixer 
for drinks and for blending and lique- 
fying health foods; and an all-metal 
clothes dryer and Universal DeLuxe 
Iron combination to retail for $9.95. 

Great States Corp. had a new line 
of lawn mowers including both hand 
and power lines. 

Richmond Cedar Works ice cream 
freezers, mop wringers and white ce 
dar ice pails were shown by J. 
Shepherd Parrish Co. 

A complete line of electrical appli- 
ances, fans, shavers, and vacuum jugs 
was shown by Knapp Monarch Co. 

O-Cedar Corp. featured special com- 
binations for the dealer to display to 
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stimulate polish and wax sales. 

One feature which attracted a great 
deal of attention was a two-speed non- 
electrical food mixer for mixing, whip- 
ping and beating, as offered by Na- 
tional Die Casting Co. in attractive 
colors and with stand and colored glass 
mixing bowls. 

Antique finishes for fireplace equip- 
ment featured the Chattanooga Imple- 
ment and Mfg. Co. display. 

Self-wringing mops with the patent- 
ed Squeez-Ezy features and in 79c to 
$1.50 price range were shown by the 
Squeez-Ezy Mop Selling Corp. 

American Lawn Mower Co. had a 
new power mower to retail for $79.50 
with a Briggs and Stratton power unit, 
along with their complete line of mow- 
ers, 

Schlueter Manufacturing Co. showed 
a new “French Rose” design on their 
kitchen ware to lend eye appeal to the 
line. Color also features other items 
in the line of oil cans, wash boilers, tin 
ware and galvanized ware. 
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A centering device to hold the ice 
cream container steady is a prominent 
feature on the regular Husky line of 
freezers shown by Conco Engineering 
Works. A new single action Frigidette 
freezer has been added to the line. 

Popular priced enamel ware special 
deals featured the Columbian Enamel- 
ing and Stamping Co. displays, with 
combinations of one-price items in sey- 
eral ranges from 10¢ to 59¢. 

Kingston Products Corp. introduced 
a line of lawn mowers along with four 
models which have been added to their 
roller skate line. 

Ballanoff Metal Products Company’s 
Protex and No-Mar stove pads and 
special chrome, nickel and aluminum 
stove pipe were shown 

Puritan Cordage Mils was another 
hardware concern showing, with a full 
line of braided cordage, sash cord, and 
clothes line. 

Double drain square wash tubs were 
shown by Reeves Steel and Mfg. Co. 
along with metal ware and stove pipe. 


More Residential Building in 1940 
Is Predicted by Survey 


Har the dollar volume of sales of 

materials for private residential 
construction in the United States will 
show an increase of more than nine per 
cent in 1940 over 1939; that a large 
majority of the new homes built in 
1939 were within a price range of from 
$2,500 to $5,000, and that 56 per cent 
more money was spent in 1939 for re- 
pair and modernization work than for 
new home construction, were among the 
findings of a year-end survey of opin- 
ions of builders’ supplies distributors 
in forty-one states, by The Ruberoid 
Co., manufacturers of asphalt and as- 
bestos building products. 

Sixty-eight per cent of the dealers 
replying said that residential construc- 
tion is being substantially stimulated 
by the favorable payment plan of the 
Federal Housing Administration. Thir- 
ty-two per cent reported the FHA pro- 
gram as having had little stimulative 
effect as yet in their communities. 

In announcing the results of the 
survey, it was emphasized by Herbert 
Abraham, President of The Ruberoid 
Co., that the purpose was not to devel- 
op statistical information of the type 
available in governmental and other 
standard reports, but to obtain a typi- 
eal cross-section of local dealer opinion 
on current conditions in the field of 
residential construction. 

Following are some of the questions 
asked of dealers, with summaries of 
the replies received : 

1. Approximately what percentage 
of your sales of materials for residen- 
tial construction in the first ten months 
of 1939 were for New Construction and 
Modernization? 

The average of all replies showed 
that 61 per cent of the sales had been 
for modernization, and 39 per cent for 
new construction. 61 per cent said that 


more than 50 per cent of their sales had 
been for repairs and modernization. 

2. Have building and moderniza- 
tion been substantially stimulated in 
your community by the favorable pay- 
ment plan of the Federal Housing Ad- 
ministration? 

Sixty-eight per cent of the reporting 
dealers answered “Yes,” and 382 per 
cent “No.” 

3. Which of the following price 
ranges ($2,500 to $5,000, $5,001 to 
$10,000, and over $10,000) is typical of 
the average amount being spent in your 
community for new home construction? 

Seventy-nine per cent of the report- 
ing dealers said between $2500 and 
$5,000; 20 per cent between $5,001 and 
$10,000, and one per cent over $10,000. 

4, In your opinion, what percentage 
of increase or decrease will be shown 
in your total sales for 1940 compared 
with 1939? 

The average of all the predictions 
was for an increase of 9.4 per cent. 72 
per cent predicted an average increase 
of 16 per cent; 14 per cent anticipat- 
ed no change; and 14 per cent predict- 
ed a decrease. 

5. Which of the following types of 
roofing for homes are growing most 
rapidly in popularity in your communi- 
ty? 

Replies: Asphalt shingles, 85%; 
wood shingles, 54%; asbestos-cement 
shingles, 49%; metal roofing, 22%; 
slate, 14%; tile, 5%. 

6. Which of the following types of 
siding are growing most rapidly in 
popularity in your community? 

Replies: Asbestos-cement sidings, 
82%; wood shingles, 38%; insulated 
prick-style asphalt siding, 27% ; brick- 
style asphalt siding, 26%. 

7. Which five of the following forms 
of sales assistance provided for deal- 
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ers by manufacturers do you consider 
most helpful? 

Replies: Sample panel boards, 55% ; 
samples, 50%; small descriptive fold- 
ers (envelope stuffers), 45%; direct 
mail folders, 41%; job signs, 40%; 
mats and cuts for local newspaper ad- 
vertising, 37% ; general catalogue, 33% ; 
outdoor displays, such as signs for 
dealers’ buildings, 31%; window dis- 
plays, 30%; truck signs, 28%; sales- 
man’s visualizer kits, 19%; salesman’s 
manuals, 17%; advertising blotters, 
16%; return mailing cards, 15%; ad- 
vertising letterheads, 10% ; color cards, 
10%. 

8. Which of the following addition- 
al forms of manufacturer co-operation 
do you consider most helpful? 

Replies: Personal selling assistance 
by manufacturers’ salesmen, 64%; 1o- 
cal newspaper advertising on a 50-50 
basis, 55%; inquiries resulting from 
national advertising, 45%; billboards, 
35%; sales letters, 31%; participation 
in local building shows, 27%; local ra- 
dio advertising on a 50-50 basis, 17%. 


Cycle Trades of America 
Elect New Officers ... 


At a recent meeting of The Cycle 
Trades of America, which represents 
the bicycle industry, being composed of 
The Bicycle Manufacturers Association, 
Cycle Parts and Accessory Manufactur- 
ers Association, and the Cycle Jobbers 
Association ,the following officers were 
elected for the current year: 

Bicycle Manufacturers Association— 
Neely Powers, president; Frank Carl- 
ton, vice president; A. Il. Mellman, sec- 
retary and treasurer. 

Cycle Parts and Accessory Manufac- 
turers Association—C. B. Williams, 
president ; H. C. Abbott, vice president ; 
BE. J. Lobdell, treasurer; George Zahn, 
secretary. 

Cycle Jobbers Association—N, C. Co- 
hen, president; H. P. Hansen, vice 
president; F. A. Baker, treasurer; Alec 
Seaison, secretary. 

Cycle Trades of America—H. C. Bro- 
kaw, president ; Neely Powers, 1st vice 
president; N. R. Clarke, 2nd vice pres- 
ident; F. A. Baker, treasurer; N. C. 
Cohen, secretary; BE. H. Broadwell, as- 
sistant treasurer and manager. 

This recent meeting is the annual in- 
formal meeting of the CTA which is at- 
tended only by members. There were 
no speakers. 


Gates Is New Manager of 
Piedmont Hardware Co. . 


F. H. Gates has been appointed man- 
ager of Piedmont Hardware Company, 
well-known wholesale: hardware con- 
cern of Danville, Va.,*and took over 
his new duties about January 1. 

For some four years previous to his 
new connection, Mr. Gates had been 
hardware sales manager for Phillips 
and Buttorff, Nashville, Tenn. Prior to 
that time, and up to 1931, he had been 
vice president and general manager of 
his -own~ concern, the Hackett-Gates- 
Hurdy Company, of St. Paul, Minn. 


Dietz Company Celebrates 
100th Anniversary .. . 


The R. HE. Dietz Company, maker 
of the well-known Dietz kerosene lan- 
terns, celebrates in 1940 the 100th year 
of .its proud history. Pioneers in 
emergency and safety lighting equip- 
ment since 1840, this is one of the few 
American industrial enterprises ever 
to maintain a full century of useful 
service under an unbroken continuity 
of father-to-son management. 


Robert E. Dietz was but 22 when he 
set up business in Brooklyn, N. Y., in 


1840, to manufacture sperin oi: and 
camphene lamps and _ lanterns—the 
best lighting facilities known at 


that time. Following the d:scovery of 
petroleum, the prospering Dietz firm 
earried on extensive experiments with 
kerosene oil and in 1857 the first suc- 
cessful kerosene-burning lamp was 
patented by Robert E. Dietz, creating 
a revolution in the artificial lighting 
field. Kerosene-burning lanterns be- 
came a practical reality with the in- 
troduction of the first Dietz tubular 
lantern in 1868. In the years that fol- 
lowed, Dietz lanterns acquired a wide- 
ly recognized quality standard and are 
now in use not only in the Western 
Hemisphere but also in many parts of 
Europe, Africa, and the Far Hast. 

In 1897 Robert E. Dietz passed down 
control of the business to his son, Fred 
Dietz, who served as president up to 
1915, In 1915 John E. Dietz, another 
son of the founder, became president 
and served until 1986. In 1936, Rober: 
E. Dietz, son of John BE. Dietz and 
grandson of the founder, became pres - 
dent, treasurer and general manager 
of the company, which offices he now 
holds, 


From the first Dietz lamp and oil 
business founded one hundred years 


MANUFACTURERS 


JOBBERS:-- SALESMEN 


DIETZ, BROTHER & CO. 
Neo. 13 JOUN STREET, New-York, 
62 FULTON STREET, Breoktys, 


ensnst VESTN Ano DOLE MANURACTERARD o vem 
GUAVARG BOR CAB 
IMPROVED CAMPHENE LAMPS, 

SOLAM LAWS, CIMANDOLES, MALL LAMPS 4XD LANTERSS, 
ASTRAL & SOLAR HmADES, 
CUIMNEYS AND LAMP GLASSES OF ALL KINDS| 
Lamp Wick, Pare Sperm Oi, Campheoe and Bursiag Fluid, 


WHOLESALE AND RETAIL, AT LOW PRICES, FOR CASH. 


Dietz ad of 1846, a full page 
in New York City directory 


ago, the company evolved to its pres- 
ent commanding status through the 
following succession of events: 


1855—Large factory established at 
132-4 William Street, New York City, 
for manufacture of lamps, burners, gas 
fixtures and similar devices. 

1860—Branch opened in London, 
England, in charge of Michael A. 
Dietz, a brother of the founder, 

1868—New factory established at 
what is now West Broadway and Park 
Place, New York City, for manufac- 
ture of Dietz Tubular Lanterns. 

1872—Larger quarters taken at Ful- 
ton and Cloff Streets, New York City, 
where machinery production of lan- 
terns continued for 16 years. 

1887—R., E. Dietz Company incor- 
porated with paid-in capital of $100,- 
000 owned entirely by Robert BE. Dietz 
and his sons, Frederick and John PF. 


At left is the Dietz plant in Syracuse, N. Y. General offices and 
New York City factory occupy nine-story building at right 


Dietz. The first officers were: Robert 
E. Dietz, president; Frederick Dietz, 
vice president and treasurer, and John 
E. Dietz, secretary. 

1888—Newly erected seven-story 
Dietz factory building occupied by 
company at Greenwich and Laight 
Streets, New York City. 

1897—Fire totally destroyed new 
factory with all stock, tools and ma- 
chinery, for a total loss of more than 
$100,000. Steam Gauge and Lantern 
Company, Syracuse, New York, was 
purchased and in less than 80 days 
merged with R. E. Dietz Company. 
Robert E. Dietz, founder of the busi- 
ness, died at his home in Hempstead, 
Long Island, New York, at the age of 
79. 

1898—New nine-story fireproof build- 
ing completed and occupied on site of 
plant at Greenwich and Laight Streets 
which had been destroyed by fire in 
previous year. 

1898-1940—Dietz plant expanded on 
site of old Steam Gauge and Lantern 
Company factory at Syracuse, New 
York. 

A tribute to the integrity and the 
policies of the Dietz company and to 
the quality of its products are reccrd: 
year employees number 22; 70 employ- 
ees and customers. Of the 400 people 
employed by ‘the company, 10 to 15- 
year employees number 22; 70 emplay- 
ees have been with company from 15 
to 25 years; and 65 have served Dietz 
for more than 25 years, 1 

The company has enjoyed a long 
Sustained jobber and dealer loyalty. It 
is said that an examination of Dietz 
records reveals the names of jobber 
and dealer customers who have bought 
and sold Dietz products continuous!y 
for more than half, and in some cases 
three-quarters, of the company’s firs* 
century. An average age of existing 
Dietz customer accounts is no less 
than 30 years. Also it is said that 
throughout the lifetime of the com- 
pany it has rigidly maintained a poli- 
cy of distribution through legitimate 
wholesaler-dealer channels, refusing t : 
Sell to catalog and syndicate houses, 


George Case, Jr., a Director 
of Lamson & Sessions Co. . 


George S. Case, Jr., general manager 
in charge of the Birmingham plant of 
The Lamson & Sessions Company, 
Cleveland, Ohio, manufacturers of 
bolts, nuts and allied products, has 
been: elected to the board of directors 
to fill the place left vacant by the 
recent death of Chester C. Bolton. Mr. 
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Case represents the fourth generation 
of his family serving in an executive 
capacity the company of which his fa- 
ther, George S. Case, Sr., is board 
chairman. 


Master Lock Company’s 
Impressive New Factory 

A recently completed und imposing 
new four-story factory occupying a six- 
acre site marks the fourth major ex- 
pansion of the Master Lock Company in 
the nineteen years since this firm was 
organized to manufacture an invention 
of Harry Soref, a former locksmith and 
hardware salesman. 

Although planned for maximum effi- 
ciency, the new Master Lock plant 
scarcely resembles the average factory, 
it is said, because of the unusual con- 
sideration that has been given to the 
well-being of employees. Machines and 
presses are spaced well apart; quiet, 
individual motors eliminate the din of 
overhead shafting ; and a well-balanced 
ventilating system provides comfortable 
working temperature the year around. 
Neat wardrobes and compartments for 
workers’ personal belongings, tile-lined 
washrooms and a bank-like office for 
the employees’ credit union are other 
features. 

Conspicuous by its absence is the time 
clock. Not a single one is there in 
the plant. The management believes 
that people who can be depended on to 
do good work, can be depended upon ta 
get to that work on time. 

The building exterior, rapidly becom. 
« ing one of Milwaukee’s landmarks be- 
* cause of the giant laminated Master 
padlock which dominates one end of 
the structure, is entirely modern, fea- 
turing artistically designed entrances 
and a wealth of windows supplemented 
by. glass blocks. 

Particularly worthy of note in the 
new factory are the excellent working 
conditions for employees. Piece-work 
bas been abolished. The company 
claims that the result of this is a keen- 
er interest on the part of workers in 
maintaining high standards of quality 
plus ample production by properly se 
lected workers. Heavy manual labor 


New Master Lock plant 


has been reduced to a minimum by ma- 
chinery, which curiously enough has not 
displaced a single worker, since the new 
machinery has made it possible to get 
new business. Every cooperation is 
given to help the employees do better 
work with less fatigue and in comfort- 
able surroundings. 

Every phase of manufacture from 
the raw steel to the final testing be- 
fore packing in a colorful carton, is 
taken care of in this self-contained 
plant. 

The company states that this modern 
new factory is a monument to an idea 
and an ideal upon which the business 
was founded. The idea was Harry 
Soref’s invention, a padlock built in 
layers and riveted together under tre- 
mendous pressure to increase the 
strength of the case—the laminated 
padlock. The ideal was a strict adher- 
ence to merchandising exclusively 
through jobbers to the independent 
trade. The results of carrying out the 
idea in accordance with the ideal are 
manifest in this new plant, which 
marks their growth to a position of im- 
portant leadership in their field. 


New Southeastern Trave:crs 
Association Organized . . 

At a dinner meeting on December 27 
at the Biltmore Hotel in Atlanta, Ga., 
a new association of traveling sales- 
men who call on hardware and mill 
supply jobbers was launched by sixteen 


SOUTHERN HARDWARE 


y 
es 
i 
Fy 


February, 1940 


manufacturers representatives and ag- 
ents. This organization meeting was 
held after several weeks of preliminary 
work in sounding out a number of the 
southeastern traveling fraternity on the 
idea, and after one unofficial get-to- 
gether of those traveling men who were 
most interested in forming this group. 

The official title adopted is the 
Southeastern Traveliers Club. Officers 
elected at the organization meeting are 
as follows.: J. T. Cobb, H. B. Sherman 
Manufacturing Company, president ; 
Harry A. Olson, liver Iron & Steel 
Corporation, vice president, and Harris 
B. Carlock, Beaver Pipe ‘Tools, Inc., 
secretary-treasurer. 

At this meeting a commitiee, with 
H. E. Newell as chairman, was ap- 
pointed to formulate by-laws, and 
P. C. Hobson was appointed chairman 
of a membership committee. 

These two committees met in Atlanta 
the early part of January and dis- 
cussed by-laws and membership provi- 
sions which will be submitted for adop- 
tion by the club at its next meeting 
which is scheduled at the Biltmore Ho- 
tel, 6:00 P. M., March 1, 1940. Manu- 
facturers’ representatives and salesmen 
traveling the southeastern states who 
may be interested in becoming members 
of this club are invited to write to Har- 
ris B. Carlock, secretary, 1829 North 
Highland Ave., Atlanta, Ga. 


Haas and Stauss Buy Van Horn 
Store in New Orleans . ... 
Edgar J. Haas, Sr., and Edwin 
Stauss announce the purchase of the 
tool, mill supply, hardware and ma- 
chinery store of Oliver H. Van Horn 
Company, Inc., at 524 Camp St., New 
Orleans, effective January 1.. Mr. Haas 
was formerly vice president and gen- 
eral purchasing agent and Mr. Stauss 
was sales manager for Van Horn. 
The deal will not affect the Van Horn 
automotive store in New Orleans or 
the Van Horn stores located in cities 
other than New Orleans. The new firm 
has not announced its name as yet, but 
it will be owned on a 50-50 basis by 
Mr. Haas and Mr. Stauss. Their sons, 
Malcolm Haas and Edwin Stauss, Jr., 
will be junior partners in the business. 


——— 
Pena 


The new Stay-On Lock Nut keeps assemblies tight 
which are subject to severe vibration. Slotted crown 
section, eliptical in shape after heat treatment, 
grips bolt thread like a vise. One-piece design. 
Can be used repeatedly. 


The Weather-tight Bolt is for wood construction. 
Head of this bolt sets flush with surface of wood 
without counter-boring. Prevents moisture seepage 
beneath head and from nut end as well. Tapered 
: “splined shanks prevent turning when nut is applied. 


® With this advertisement The Lamson & Sessions 
Company begins a service to the trade intended 
to supplement the personal calls of our representa- 
tives. It is a method of acquainting you with certain 
fastenings developed during the recent past which 
have real significance to your business. Some are old 
fastenings with improvements. Others are entirely 
new. All are part of the most complete line of bolt 


LAMSON & 
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Dardelet Rivet Bolts supplant rivets in structural 
steel assemblies. Bolt and nut have patented 
Dardelet Thread Lock. Nut spins on and locks when 
tightened. No forge or compressed air necessary— 
just a maul and a wrench needed for application. 


Twin Thread Lag Bolts penetrate wood twice as fast 
as old-style single thread lag bolts. Hold tighter; 
self-centering; long tapered point permits starting 
by hand. And they sell at standard lag bolt prices. 


and nut products made in this country—by Lamson & 
Sessions. Ask for samples of any of these fastenings 
which interest you and we will gladly place them on 
your desk with quotations on any quantities you might 
consider using. Plants at Cleveland and Kent, = 
Ohio; Chicago and Birmingham—mainiain ade- | 75th 
quate warehouse stocks for your prompt service. DOOUIVERSARY 
1865 -1940 


THE LAMSON & SESSIONS CO., Cleveland, Ohio 
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Belknap Celebrates 100th 
Anniversary, .3..0 0... 


This year, Belknap Hardware & 
Manufacturing Company, Louisville, 
Ky., is celebrating its 100th business 
anniversary. 

It was in 1840 that William B. Belk- 
nap came to Louisville and opened a 
store at Third and Main Streets. His 
original stock consisted primarily of 
heavy hardware, such as iron, bars, 
castings, nails, etc. Louisville at that 
time had become a distributing point 
for iron, which was smelted only a 
short distance from the city. 

Excellent judgment was exercised in 
the selection of the original site of the 
business as steamboats from Pitts- 
burgh docked only a block away. And 
a century ago, some 460 steamboats 
were listed as stopping at Louisville 
on their trips up and down the Ohio 
River. 

In the succeeding 20 to 25 years, 
river traffic had grown to huge pro- 
portions, new railroads were stimulat- 
ing the distribution of merchandise 
from Louisville, while “turnpikes” 
were stretching out from the city in 
every direction, and while W. B. Belk- 
nap & Company were still designated 
as “iron merchants,” they were steadi- 
ly diversifying their stocks to include 
more and more hardware lines. Today 
their salesmen’s catalog comprises 
4,000 pages. 

One of the very unique features of 
the Belknap business is the fact that 
over a full century, only four presi- 
dents have headed the business. 

After 40 years as head of the com- 
pany, the founder of the business was 
succeeded as president by his eldest 
son, William R. Belknap. The latter, 
in turn, gave up the presidency to be- 
come chairman of the board of direct- 
ors in 1910. He was succeeded by 
William Heyburn, who became the 
third president, finally resigning that 
position in 1980 to head the board of 
directors. 

Charles R. Bottorff, who now heads 
the company, having been elected in 
1980, is but the fourth man to occupy 
that position during the company’s 
100 years of business experience. Mr. 
Bottorff came to this position with a 
comprehensive knowledge of the busi- 
ness, gained through many years in 
the buying, selling and stock depart- 
ments, in addition to extensive travel 
over the entire trade territory. 

Other present officials of the com- 
pany include: Luther R. Stein, vice 
president and general sales director; 
Charles B. Price, vice president and 
head of buying department; Henry B. 
Heyburn, vice president; D. B. Cross, 
vice president and treasurer: William 
C. Gibson, vice president: Louis Hern- 
don, vice president; I. W. Dobbins, 
vice president; E. A. Converse, Jr., 
secretary; Herbert W. Spencer, assis- 
tant secretary; Alexander Heyburn, 
assistant treasurer. 


Today the business of Belknap 
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°1840-1940- 
BELKNAP WELCOMES 
ANOTHER CENTURY 


Cover of Centennial Booklet 


Hardware & Manufacturing Company 
has grown to the point where it occu- 
pies twelve fully equipped buildings 
containing 37 acres of floor space and 
has a total of 1500 employees. And 
whereas 60 years ago the company 
listed 1247 items in its catalog, today 
the number has increased to more 
than 75,000. The company’s 100-year 
record, though it could have been ac- 
complished only under the most able 
management. is indicative of the 
strength and stability of the hardware 
business. 


Ben Cox Appointed Manager 
of Buhrman-Pharr Co. . . 


Ben G. Cox has been appointed gen- 
eral manager of the Buhrman-Pharr 
Hardware Company, Texarkana, Ark., 
according to an announcement early 


a 


Ben G. Cox 


in January by Henry Moore, Jr., presi- 
dent of the company. In this position 
he succeeds the late Finis BE. Pharr 
who, at the time of his death several 
months ago, was president and gen- 
eral manager of the company. 

Mr. Moore succeeded Mr. Pharr as 
president of the company. Previous 
to this appointment, Mr. Cox had oc- 
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cupied the position of assistant to the 
president, 

Mr. Cox is a member of a pioneer 
Texarkana family. He was educated 
at the ‘University of Texas, receiving 
a degree in business administration. 
For a number of years he has been ac- 
tive in the civic development of Tex 
arkana, being a member of the board 
of directors of the Junior Chamber 0” 
Commerce and a member of the Ro- 
tary Club. He has been connected 
with the Buhrman-Pharr Company 
for several years. 


Monroe Hardware Company 
Announces New Appointments 


William B. Meek, who has been as- 
sociated with the Monroe Hardware 
Company, Monroe, La., for the past ten 
years in charge of the firm’s New Or- 
leans office, has been appointed to the 
post of vice president in charge of the 
electrical department. He was also 
named a member of the board of di- 
rectors. 

For the last five years Mr. Meek has 
been active in the development of the 
organization’s electrical department 
and his new position places him in 
charge of this division both in the 
Monroe and New Orleans offices. He 
plans a program of further expansion 
and the development of a statewide 
business. 

The announcement of Mr. Meek’s 
promotion was made by Sam Ivy, act- 
ing president since the death on No- 
vember 26 of P. M. Atkins, president. 

Mr. Ivy at the same time announced 
the appointment of D. W. Bishop as 
sales promotion manager in charge of 
dealer sales planning. — By R. @. 
Drown, Jr. 


Keystone Moves Into 
New Office Building . 


A new office building for the Key- 
stone Steel and Wire Co., Peoria, I., 
marks the 50th milestone in company 
history. It impressively marks 50 
years of progress by the Keystone 
Steel & Wire Co., Peoria. The build- 
ing extends 206 feet in length, and 58 
feet in width. 

“Open House” was celebrated in this 
attractive and imposing structure on 
January 5th, following the complete 
installation of all administrative, ex- 
ecutive and general office departments 
in their respective new locations. 

This completely modern building is 
part of a general plant expansion pro- 
gram, according to Keystone officials, 
including increased amnufacturing and 
warehouse facilities and power gener- 
ating capacity which have been inau- 
gurated recently. 

In an imposing setting, the new 
Keystone building is designed in prac- 
tical semi-modernistic technique 
throughout. Outstanding features are 
a complete air conditioning system, 
uniform indirect lighting, and general 
acoustic treatment in the offices and 
cafeteria. All interior furnishings are 


FARM FENCE—15 TYPES ... Only Continental fence has 
the famous Pioneer Knot—the strongest fence knot made. All 
Continental fence is Flame-Sealed against rust. 


GREEN BOTTOM LAWN FENCE—Triple guarded against 
rust, made in a large variety of styles, types and sizes — all 
under the Certified Quality standard. 

CONTINENTAL STEEL ROOFING AND SIDING — 14 
STYLES, include “’Tyl-Lyke,”’ ‘’Aquatite,”” “‘Drainrite,’’ cor- 
rugated, roll roofing, etc.—galvanized by Superior Process. 
NAILS, STAPLES, GATES, POSTS — and other items are 
included in the Continental line of 83 steel products for farm 
and home improvement—sold through local dealers, 


BUILD Sigger SPRING VOLUME 
WITH THESE SALES LEADERS! 


In wire, nails, fence and steel sheets Continental has devel- 
oped new quality and made them distinctive and modern. 
These products are now sold under brand names that are 
nationally advertised and have become nationally known. 
But it has taken anew kind of dealer policy and co-operation 
to make Continental fence and steel roofing and siding 
outstanding sales leaders for the dealers who handle them. 


In 1939 Continental has gone farther than ever with 
its plan of working with dealers—farther than any other 


83 STEEL PRODUCTS FOR 


company in this field. If you are not acquainted with 
Continental’s system of rounding up fence buyers or the 
Continental Building Plan Service, find out about them now. 
Let this system build bigger volume and larger profits for 
you this spring. Write today and ask for particulars about 
these plans. There may be an opening right now in your com- 
munity. Full information gladly given without obligation. 


CONTINENTAL STEEL CORPORATION ®@ Kokomo, Indiana 


Plants at Kokomo, Indianapolis, Canton 


NENTAL 


FARM AND HOME IMPROVEMENTS 
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Office building recently completed by Keystone Steel & Wire 


completely «ew, including not only 
furniture but all office accessories and 
machines as well. 

Keystone has centralized all admin- 
istrative, general office and _ trade 
service departments in this one build- 
ing for the greatest efficiency. 


Promotions Announced by 
American Chain 


William D. Kirkpatrick, who has 
been general manager of sales of the 
American Chain Division, has been 
elected a vice president of American 


y 
William D. Kirkpatrick 


Chain & Cable Company, Inc. Mr. 
Kirkpatrick has been with the com- 
pany for more than 25 years. He en- 
tered the company of Weed Chain Tire 
Grip Company in 1914, as a salesman 
in the Philadelphia district. In 1915 
the Weed company was merged with 
the American Chain Company, now 
American Chain & Cable Company. 
Inc. He became sales manager of the 
Philadelphia district in 1917 and was 
made sales manager of the Chicago 
district in 1928. In 1934, he was trans- 
ferred to Bridgeport, Conn., as sales 
manager of the automotive accessories 
division, and in 1986 he became gen- 
eral manager of sales of the American 
Chain Division, with headquarters at 
York. He will continue his headquar- 
terg at York, where he has supervision 
of the sales activities which are di- 
rected from that city ,covering Weed 


tire chains, welded and _ weldless 
chains, Manley automotive service sta 
tion equipment, Wright hoists and 
malleable castings. 

Cc. N. Johns, a vice president of 
American Chain & Cable Company, 
Inc., has been placed in charge of op- 
erations, to take over the duties of C, 
G. Williams, a vice president whose 
resignation is announced. In 1913 Mr. 
Johns joined Page Steel and Wire 
Company, now a division of American 
Chain & Cable Company, Inc., as an 
employee in the Monessen, plant. Aft- 
ter serving as assistant manager. h° 
was made manager of the plant and 
then was appointed general manager 
of Page Steel and Wire Division, 
which post he held for several years. 
As vice president in charge of opera- 
tions, he will supervise the manufac- 
turing activities of the company’s 14 
plants. 

George ©. Moon. a vice president of 
American Chain & Cable Company. 
Inc., has been appointed general mana- 
ger of sales of the company. After 
operating the George C. Moon Com- 
pany for a number of years he became 
vice president of the American Cable 
Company when it absorbed the George 
©. Moon Company. He became asso- 
ciated with American Chain & Cable 
Company, Inc.. about 14 years ago 
when that concern took over the 
American Cable Company. He _ wil! 
continue active supervision of wire 
rope sales in connection with the wid- 
er responsibilities of his new duties 
His headquarters will remain at 2 
Park Avenue, New York Central 
Building, New York. 


Spring Gift Goods Show 
To Be Held In Dallas . 


What is said to be the largest and 
most spectacular spring showing of gift 
and art wares, housewares and deco- 
rative merchandise, ever to be held in 
the Southwest will open on February 
25 at the Baker Hotel in Dallas, Texas. 
This exhibit, the fourth annual show 
sponsored by the Southwestern Merch- 
andise Exhibitors, Inc., will occupy the 
Crystal Ball Room, mezzanine floor, 
and the entire third, fourth and fifth 
floors of the hotel. There will be more 
exhibitors, more nationally known 
lines and more attractive displays, it 
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is said, than at any previous spring 
show. 

This is considered an unusual oppor- 
tunity for hardware merchants of the 
Southwest to do all of their gift goods 
buying, to see and purchase all the 
newest items in housewares and gift 
goods lines, and as this show has In- 
creased in popularity with each year, 
the forthcoming exhibit is expected to 
draw a larger number of hardware 
merchants than ever before. 


Coleman’s 40th Anniversary 
Featured in Special Edition 


A special Sunday edition of the 
Wichita Sunday Beacon, Wichita, 
Kans., recently devoted a full twenty- 
page section to commemorating the 40th 
anniversary of the Coleman Lamp & 
Stove Company, which in 40 years has 
grown from the one room 16x44 foot 
factory founded by W. C. Coleman to 
a plant which covers eleven acres of 
floor space at its main factory and has 
a large branch in Toronto, Canada. 


W. C. Coleman 


Begun aS a one man business, the 
Coleman Lamp & Stove Company today 
employs many people and enjoys $6,- 
000,000 annual business on their gaso- 
line, gas and electric appliances, which 
are sold all over the world. 

W. C. Coleman, widely known and 
highly respected founder of this busi- 
ness, continues as president. John H. 
Graham is executive vice president and 
general manager of the company. Shel- 
don Coleman, son of the founder, is 
vice president and asststant general 
manager, while another son, Clarence, 
is assistant secretary and manager of 
the floor furnace division of Coleman 
Lamp & Stove Company. Other offi- 
cers of the company are: Ralph W. Car- 
ney, vice president and sales manager: 
R. R. Sterling, treasurer of the com- 
pany, and manager of the Wichita ter- 
ritory; A. W. Boyer, advertising man- 
ager; C. B. Kuhn, secretary and con- 
troller; H. W. Taft, vice president and 
sales manager of bottled gas division; 
G. M. Tilford, vice president nad man- 
ager of the Chicago territory; W. J. 
Weldon, vice president and general 
manager of the Toronto, Canada, plant 
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pOoOoR CLOSERS 


CISION BUILT 
facturer 
orld. 


STRONG—P RE 
by the largest exclusive manu 
of door controlling devices 'n the w 
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No. 4 
RETAILS AT 
$2.00 


bel 


NORTON The No. 4 is a durable long-life : : ns 
HIGHEST screen door closer. Made of -: 

seamless brass, the tube will not: 0 re ro | S [ il 
QUALITY rust. The bracket, spring holder: 

and hinge plate are heavy steel : 3 Z 
SEREE stampings which will not break. : with TRIPLEX Quality 

DOOR Special piston construction as- 
Cap Screws, Bolts and Nuts 


sures constant checking. It is 
packed in individual cartons with 
full attachment instructions. 
TRIPLEX Products help your customers fig- 
ure close on speedy efficient assembly for re- 
duced costs and better profits. 


f 


CLOSER 
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No. 04 
RETAILS AT 
$1.25 
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: TRIPLEX Quality is maintained through ex- 
me acting steel specifications, strictly supervised 
production, careful inspection. Accurate deep 
threads, clean-cut points, properly formed 
heads—whatever correct bolt and screw prac- 
tice calls for is rigidly observed. 


eceeancennaannannesa 


Model No. 04 has been simpli- 
NORTON fied. It requires but two-thirds 
as many parts as No. 4, yet 
benefits by the same expert 
VALUE workmanship and high-quality 
materials. While offered at a 
surprisingly low price, No. 04 
DOOR carries a fine reputation for sat- i THE TRIPLEX SCREW COMPANY 


isfactory service. It, too, comes 5381 GRANT AVENUE CLEVELAND, OHIO 
CLOSER in individual cartons with in- 


structions. 


Pr 


EXCELLENT 


Hedin 


Make a bigger, surer profit from your screw 
products department in 1940. Write for cata- 


SCREEN log and. prices today. 


On puee ULEnE AUF ARNM AEC ERHUEN 


44H 


Consult Your Jobber or Write to 


NORTON DOOR CLOSER CO. 


Diwision of the Yale & Towne Mfg. Company 
2916 N. Western Ave., Chicago, Illinois 
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CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 


* Millions Sold + + + Usedin Every Industry * 
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Helen MacDonald Joins 
Hillerich & Bradsby . 


Ten years ago, one of America’s fore- 
most women golfers, Helen MacDonald, 
opened her own golf school in Chicago. 
Her success as an instructor of golf has 


Helen McDonald 


made her nationally and international- 
ly recognized and today she conducts 
the only woman’s golf school of its 
kind in the world. 

Now she enters another department 
of the game of golf, as Hillerich & 
Bradsby announces the association of 
Helen MacDenald with the company as 
consultant in the designing of Louis- 
ville Grand Slam and Louisville Lo- 
Skore golf clubs for women. 

The Hillerich & Bradsby line for 
1940 contains two matched sets of wom- 
en’s clubs that enjoy all the fine points 
of construction, balance and swinging 
weight that Helen MacDonald has 
found were required by women golfers. 


Charles W. East Now With 
Spang Chalfant ..... 


Charles W. East, formerly with Re- 
public Steel Corporation at Houston, 
Texas, has joined Spang Chalfant, Inc., 
and is manager of sales of the St. Louis 
office of this company. Spang Chalfant 
is a large producer of welded and seam- 
less pipe. The St. Louis office covers 
the states of Missouri, Arkansas, Mis- 
sissippi, and parts of Illinois, Indiana, 
Kentucky, Tennessee and Louisiana. 
The Denver district also reports to the 
St. Louis office. 


Connors Represents Evansville 
Tools in Southeastern States . 


Charles J. Connors is a new repre- 
sentative for the Evansville-C-K-R Di- 
vision of the American Fork & Hoe 
Company in the southeastern states. He 
will represent the Evansville tool line 

. in the states of Florida, Georgia, North 
Carolina and South Carolina; and, in 
addition to these states, will represent 
the C-K-R line in the state of Virginia. 
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Death of Robert S. Teague 
at Montgomery, Ala. . .. 


Robert S. Teague, secretary and 
treasurer of Teague Hardware Com- 
pany, Montgomery, Ala., and an execu- 


tive of the Gay-Teague Hotel in the’ 


same city, died at his home in Mont- 
gomery on January 1. He was 71 years 
of age. 

For many years Mr. Teague had been 
very active in business and civic af- 
fairs in Montgomery. He was the son 
of a former mayor of Montgomery. 
Among the surviving relatives are Wil- 
liam Teague, president, and Edward 
Teague, vice president, of Teague Hard- 
ware Company. Another brother, Fred, 
lives in Wakima, Wash. Other surviv- 


ing relatives include the widow, Mrs.” 


Sarah Clark Teague; three sons, Rob- 
ert S. Teague, Jr., of New Orleans: 
Peyton, of Austin, Texas; and Eugene, 
of Montgomery ; a daughter, Miss Doro- 
thy Teague, of Montgomery, and four 
sisters. 


Tragic Death in Louisiana of 
Robert Hereford and Family 


Stark tragedy struck members of 


the firm of Murray-Brooks Hardware - 


Co., Ltd., Lake Charles, La., on Sun- 
day, January 7, when Robert M. Here- 
ford, sales manager of the company, 
was killed in an automobile accident 
together with his wife, their two chil- 
dren, and his sister. : 

The Herefords were en route to 
Monroe, La., to visit Mr. Hereford’s 
mother, Mrs. Ethel L. Hereford, dean 
of women at Louisiana State Normal, 
who was in a Monroe hospital recup- 


Col. Joe W. Speight proudly 
shows the handsome rifle pre- 
sented to him by employees of 
Remington Arms Company, Tex- 
as Division, from which Mr. 
Speight recently resigned as 
sales manager. His retirement 
comes at age 65 after 34 years 
with Remington. 
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erating from injuries received a few 
days previously in a bus accident. 
The Hereford car was struck by a 
south-bound Missouri Pacific train 
about thirty miles north of Alexan- 
dria. 


In the car with Mr, Hereford were 
his wife: his sister, Miss Hlizabeth 
Hereford; and his two sons, Randolph, 
age 11, and Robert M., Jr., age 13. All 
were killed instantly except the oldest 
boy, who died later in an Alexandria 
hospital. 

Mr. Hereford was sales manager of 
Murray-Brooks Hardware Company. 
Though but 39 years of age at the 
time of his death, he had been con- 
nected with this concern for almost 
twenty years. He was widely recog- 
nized as one of the ablest executives 
in the hardware jobbing trade. His 
brother, Frank L. Hereford, is genera) 
manager of the Murray-Brooks com- 
pany. 


Memphis Hardware Salesmen 
Receive Awards ..... 


Twenty-nine star salesmen for Mem- 


_phig firms were presented with awards 


of merit by the Memphis Sales Mana- 
gers Club recently, in competition in 
which more than 500 salesmen partici- 
pated. 

Among the twenty-nine were two 
wholesale hardware salesmen—Maury 
Leftwich, who has represented Orgill 
Brothers & Company in the Mississi- 
ppi Delta for a quarter of a century, 
and Wilson H. Moore, who has travel- 
ed in Mississippi for Stratton-Warren 
Hardware Company for some 30 years. 


Promotions Announced by 
Fayette R. Plumb, Inc. . 


Fayette R. Plumb, Inc., Philadelphia, 
Pa., announce that Frank L. Campbell, 
sales manager, has been elected secre- 
tary of the company. Also, Frank P. 
Green has been appointed merchandise 
director and elected a director of the 
company. Louis E. Gilliard has been 
appointed traveling sales manager. 

Mr. Campbell started with the com- 
pany as an office boy, 33 years ago. By 
1924 he had risen to the position of 
traveling sales manager. Late in 1987, 
following the death of John M. 
Williams, he succeeded the latter as 
sales manager. 

Mr. Green, who likewise started as 
an office boy, has been with the com- 
pany for more than 30 years. For many 
years he was the company’s advertis- 
ing and promotion manager. Mr. 
Gilliard started with the company in 
1921 and has traveled many states. 


Sheffield Clark Represents 
Wright Brothers Co. . . 


Wright Brothers Company, file man- 
ufacturers of Lisbon, Ohio, state that 
they are now represented in the South 
by Sheffield Clark & Company, well- 
known manufacturers’ representatives 
selling to the wholesale hardware trade, 
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Tue past year has proved that when it comes 
to tractors, selling the 70" gives any dealer a 
whale of an edge. 


The ‘‘70’s” power, beauty and low price plus its 
proved and complete line of mounted tools—grooved 
to the needs of the mass farmer market—promise an 
even bigger edge for Oliver dealers in 1940. So keep 
your eyes on the ‘‘70”’! 

But there’s really no profit in watching. Why not 
get on the band-wagon? You can sell the ‘‘70” and the 
line of Oliver tools—including Raydex and the No. 7 
Spreader—in your territory if it is still open. 

For information regarding the Oliver franchise, 
write the Oliver Farm Equipment Sales Company, 
400 W. Madison Street, Chicago, III. 


REMEMBER: I?’s better to be selling Oliver 
than trying to sell against it. 


ITS BETTER 9 LIVE e THAN 70 TRY 
70 S$. Ell | AGAINST IT 


Acorns, | 


A Cooperative Plan 
Of Distribution 


ICTURE a large sample room 
Preontainin all of one manufac- 

turer’s current models of trac- 
tors and power farm machinery; a 
complete warehouse stock of such 
implements and many others; an 
$80,000 to $100,000 stock of repair 
parts; and a central financing and 
collection agency—located in a rich 
farming area, serving some thirty 
implement dealers in twenty coun- 
ties—and there you have a quick 
view of Lubbock Joint Stock Com- 
pany of Lubbock, Texas. 

The company was organized Feb- 
ruary 14, 1988, and incorporated 
October 18, 1939. New buildings 
were completed early in the fall of 
1939 and formal opening was held 
September 6 and 7, 1989. 

The two-day opening was attend- 
ed by George L. Gillette, vice presi- 
dent and sales manager of Minne- 
apolis-Moline Power Implement 
Co.; and Frank N. Langham, sales 
manager of the Kansas City factory 
branch of the company. Both men 
expressed their approval of the 
plan, stating that it was the only 
set-up of its kind they knew any- 
thing about, probably the only one 
in the United States, and that the 
plan was quite sound in all respects. 

Buildings of the corporation are 
of the “barrel-steel’’ type—corru- 


gated steel of half-round construc- 
tion—and area occupied covers two- 
thirds of a city block, probably a 
mile out from the business district 
of the city. The entire ground 
space is covered with buildings, ex- 
cept for a large unloading deck and 
a 26-foot drive through the lot. 


Large Plant 


There are four of the half-round 
buildings, each 40x150 feet in size, 
and two other shed-type buildings, 
the latter serving for warehouses; 
also a  fully-enclosed connecting 
area adjacent to dock, parts room, 
sample room and warerooms, into 
which shipments are unloaded and 


HIS article describes the unique 
yee plan adopted by a 
group of dealers handling the 
same make of implements, and 
with the sanction of the imple- 
ment manufacturer—though it is 
not “cooperative” in the usual 
meaning of that term. The plan 
in this instance seems to have 
worked out very successfully thus 
far. However, it is not presented 
as a plan which necessarily would 
work out as satisfactorily in other 
sections under different conditions. 
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Attractive display room in the 
unusual tunnel-shaped building 
which is a part of an unusual 
farm equipment distributorship 


then distributed to proper place. 


The Lubbock Joint Stock Com- 
pany is entirely independent ef the 
Minneapolis-Moline Company, with 
the exception that it serves as a 
transfer point for all M-M dealers 
in that vicinity. Every M-M item 
that may be needed in the area is 
kept in stock for quick delivery to 
the “South Plains” section of Texas 
and a few New Mexico counties. 

Already a few additional prod- 
ucts are carried on a similar basis, 
such as tires, hammer mills, water 
systems, etc., and it is planned to 
add other lines until stocks are car- 
ried of practically all equipment 
that a farmer uses. 


J. P. York, M-M blockman for the 
territory, works closely with the 
corporation. From the start of the 
movement to organize, he has been 
active with the dealers and of con- 
siderable assistance to them. 


Actually, the corporation had its 
beginning early in the year 1935, 
when a group of dealers handling 
the M-M line in that section met for 
discussion of their mutual prob- 
lems. By 1986 meetings had become 
regularly established. At first the 
meetings were of a sort of “griev- 
ance” nature, finally serving the 
exact purpose of dealer meetings— 
a discussion of what each dealer is 
up against in the operation of his 
business and how the group can 
work together for the better serv- 
ing of their customers and to their 
own betterment also. 


In getting the company started, 
each of the dealers invested several 
hundred dollars, with the first 
thought in mind of financing farm 
machinery paper. It soon became 
apparent that they could take on 
the wholesaling of M-M equipment 
and some other lines to serve mem- 
ber firms and other dealers through 
a transfer contract. After investi- 
gation, they learned of some well- 
located real estate which could be 
bought at a reasonable figure—and 
thus the Lubbock Joint Stock Com- 
pany came into being in February, 
1938, in Lubbock, Texas. 
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Officers of the corporation are: 
President, J. P. Shofner, J. P. 
Shofner and Son, Levelland; vice 


president, Kenneth Cox, Kenneth 
Cox Implement Co., Lamesa; secre- 
tary, George E. Smith, Smith Im- 
plement Co., Lubbock; treasurer 
and manager, F. A. McLain, Lub- 
bock. Directors are J. A. Jennings, 
Crosbyton; T. A. Cocke, Petersburg 
Implement Co., Petersburg; Sol 
Gann, Gann & Pritchard, Anton; 
and Grady Goodpasture, Brownfield 
Implement Co., Brownfield. 

Other stockholders are Money 
Price, Brownfield; Joe Booth, Jr., 
Lubbock; J. P. Leonard, Lubbock; 
Benjamin Kucera, Lubbock; and V. 
E. Pritchard, Anton. 


Monthly Meetings Continued 


The corporation provides a clear- 
ing house for the benefit of the 
dealers who are stockholders, and 
serves actually as a Minneapolis- 
Moline factory branch for the thirty 
or more dealers in the South Plains 
area. Meetings are still held regu- 
larly once a month, just as in the 
days before the company was or- 
ganized, except that they are now 
“stockholders’ meetings.” The cor- 
poration handles paper only for its 
stockholder members, but will func- 
tion for any product they sell on 
terms. 

Capital of the corporation was 
built up to $50,000 in the following 
manner: Highty per cent of the val- 
ue of each note was loaned to the 
dealer, 20 per cent being retained 
and put into the company, less op- 
erating costs. 

That plan is still followed to a 
certain extent. A stockholder is 
paid immediately, 80 per cent of the 
value of his note (for same amount 
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as farmer’s note) when it is turned 
over to the corporation. When the 
farmer’s note is paid, the dealer 
gets the balance of 20 per cent, less 
necessary operating costs. For se- 
curity on his note, he delivers to the 
corporation the farmer’s note and 
mortgage on the equipment. The 
corporation then uses the dealer’s 
note, the farmer’s note and the 
mortgage as security in borrowing 
money from a bank. 


All paper must be indorsed by the 
dealer and he must make good on 
repossession or the failure of a 
farmer to pay his note. Naturally, 
member dealers are cautious about 
their notes and, so far, there has 
been no loss to the corporation and 
almost no calls to dealers to make 
good on defaulted notes, according 
to Mr. McLain, corporation mana- 
ger. 

The transfer fee received for 
handling M-M implements and the 
warehouse or service charge ob- 
tained on other lines is expected to 
pay operating costs of the corpora- 
tion, Mr. McLain said, and thus it 
is felt that a greater return will be 
paid to stockholders. Only a small 
organization is required to operate 
the corporation. 

Much of the collections on notes 
is handled by the corporation. One 
man is kept in the field on collec- 
tion work. Probably 75 per cent of 
customers come in to pay their 
notes in response to his letters, Mr. 
McLain said. He believes the cus- 
tomer will pay this organization a 
little quicker than he will a dealer, 
and yet does not have the feeling 
towards it that he would against a 
finance company. 

The buildings of the organization 
are compactly arranged and well 
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constructed. The barrel-type build- 
ing is particularly wind-resistant. 
Aluminum paint over the entire 
surface of the building deflects the 
heat and helps to keep them at a 
comfortable temperature in sum- 
mer. All buildings have cement 
floors. 


The sample room is lined com- 
pletely with ply-wood, the first pan- 
el of eight feet above the floor be- 
ing varnished, and all ceilings 
painted white. 

Offices are also lined with var- 
nished ply-wood, and are quite at- 
tractive. These include Mr. Mc- 
Lain’s office, one for the account- 
ing department, and a third and 
much larger room, occupied by J. P. 
Leonard, a director, who is in 
charge of sales, receiving of stocks 
and billing. This office also serves 
for the monthly meeting of stock- 
holders. 


Air-Conditioned Offices 


In addition, there is a large office 
or reception room, connecting the 
other offices with the parts depart- 
ment and the sample room. In it 
are a desk, chairs and advertising 
booklets. It serves as a contact and 
closing room. All offices are air- 
conditioned. 

The sample room has_ 6,000 
square feet of floor space and in 
it are displayed all of the current 
Minneapolis-Moline tractors and 
implements, as well as tires’ and 
some other lines. One salesman is 
kept on the floor each day. This 
sample room is for the use of all 
member firms and also all other 
M-M dealers in the area who wish 
to use it. Being centrally located 
and having complete stocks, the 
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.."'When my boss comes into your store please 
remind him to buy me some collar pads. Thank you.” 
—Dobbin. 


it’s true on many farms that much of the work formerly done by 
1orses and mules is now being done by mechanical power. But horses 
und mules are still used on practically every farm—and millions of 
farmers use them exclusively. 


PLEASE DONT 
FORGET MY 


COLLAR PADS! 


Less work for horses and mules means softer, more tender shoulders 
ind a greater need for the comforting protection of friendly Ta-Pat-Co 
sollar pads. Pass the word along to everyone in the store to mention 
sollar pads to farmers who come into the store. 


i R | T E F 0 R 70% of more than 400 dealers who used the Ta-Pat-Co display 
last year reported it definitely helped to sell collars and collar pads. 


47%, of these dealers reported an increase in sales of both 
F a F [Fr collars and collar pads over the same period the year before. 


2 oa : 
4 * 4, « ” 
AZ SORE SHOULDERS and “COLLAR-CHOKE ; 


Write for this display card now—dress up a collar with a Ta- 
Pat-Co pad, keep it in the store to remind farmers and make 


) i $ P LAY sales for you. A card or letter will bring it to you postpaid— 
write today! 


TA:PAT-CO sts" 


THE AMERICAN PAD & TEXTILE COMPANY- GREENFIELD, OHIO 


ROBABLY the enthusiasm built up be- 
cause of the new Farmall Tractors ac- 
counts for it, but we can’t help feeling that 
this spring you should have your best plow 


and tillage tool sales season in many a year. 


It’s as natural as spring, this tie-up be- 
tween the new Farmalls and the whole 
new array of McCormick-Deering Plows 
and Tillage Tools. 


Every change and every new feature h 
been keyed to the tempo of today. Gre 
strides in design have been made for 19: 
by International Harvester engineers. T 
good values of other years have been ot 
done all along the line. 


These changes and new features mal 
your selling job easier .. . and more proj 
able. You can make the most of yo 
McCormick-Deering contract by lining | 
prospects now, by making every trip 
the country count, by making your sto 
known as headquarters for dependab! 
smooth-working plows and tillage too 
INTERNATIONAL HARVESTER COMPAD 


(INCORPORATED) 


i180 North Michigan Avenue Chicago, Illin 


for More WicCormick-DEERING 
low and Tillage Tool Business 


ride of possession has to tie in with results on The slogan, ““1940—A SALES YEAR,” is one that 
9¢ job to make a satisfied customer. Farmers who _ fits right in with McCormick-Deering Tillage 


wn and use McCormick-Deering Plows know Tool sales possibilities. These machines are great 
sat feeling. Potential customers can experience tools to sell—designed right, built right, and 
, too, when they buy. Whether your best sellers keyed to the farmer’s needs. There’s a great busi- 
re 1-horse walking plows, high-speed plows for _ ness-building season ahead for International 
our new Farmall, or heavy-duty tractor plows, Harvester dealers with this line of disk harrows, 
1e sales you make will mean SATISFACTION _ spring and peg-tooth harrows, soil pulverizers, 
[1 around—for you and the farmer. rotary hoes, field cultivators, rod weeders, har- 

row-plows, tractor cultivators, and stalk cutters. 


McCORMICK-DEERING 
Plows and Tillage Tools 
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Stubborn Sugar Cane 
Bows to Inventor 


Like cotton, sugar cane has long been a 
holdout against mechanical harvesting, 
but now it succumbs to the inevitable 


Si cane harvesting, which for 
generations has depended upon 
primitive implements, at last seems 
to have succumbed to the inventive 
genius of a pair of Louisiana cane 
growers of wide experience and 
great talents. Joseph J. Munson, 
former engineer and sugar special- 
ist in Puerto Rico and Cuba, and 
Allan R. Wurtele, a former lieuten- 
ant-commander in the United States 
Navy, have invented (independently 
of each other) two cane harvesting 
machines which proved their worth 
this season in the fields. Between 
them the mechanical monsters seem 
destined to replace, to a great ex- 
tent, the 100,000 native Louisiana 
“knives,” as the cane-cutters who 
wield the heavy machetes ar? 
known. 

This $40,000,000 industry, which 
employs some 300,000 Louisiana 
acres and accounts for an annual 
harvest of about 6,000,000 tons, sup- 
ports, in whole or in part about one- 
fifth of the state’s total population 
of 2,000,000 people. It is the only 


cash crop of many of Louisiana’s 
small farmers. 

Between sixty and seventy per 
cent of the sugar cane in Louisiana 
is grown by these “little fellows” 
who plant ten acres or less each 
year. These small farms will hard- 
ly be affected by the new mechani- 
cal harvesters, each of which cost 
thousands of dollars and are thus 
impracticable except for use on the 
large sugar plantations. Many of 
the large plantations, however, have 
already tried the huge new ma- 
chines, and experienced sugar 
growers expect them to be widely 
used in 1940 and thereafter. 

It is said that exhaustive experi- 
ments have proved that the harvest- 
ers can be made to save as much 
as 75 per cent of the harvesting 
costs on large plantations and, in 
fact, may save up to 25 per cent of 
the entire sugar cane production 
costs. 

The Munson machine, used on a 


By H. G. Drown, Jr. 


The enormous Munson harvest- 
er which, though it costs up- 
wards of $5,000, has recently 
proved practical in Louisiana 


dozen plantations this past season, 
is adaptable to cutting and wind- 
rowing. It costs between $5,000 
and $6,000 and is manufactured by 
the Thomson Machine Works at 
Labadieville, La. 


Covers Two Rows 


Built on a steel frame, the ma- 
chine is wide enough to extend over 
two rows of cane. Untopped cane 
can easily pass beneath its high 
frame. This machine has _ three 
wheels—two large ones at the back 
and a smaller one in the center in 
front. The rear wheels roll be- 
tween the rows, straddling two rows 
of cane. The front wheel rolls 
down the middle between the two 
rows of cane which pass beneath 
the back wheels and the body of 
the machine. This front wheel is 
mounted on a caster-type spindle su 
that it swings freely. 

The distance between the rear 
wheels is 11%% feet and the wheel 
base, or distance between front and 
rear wheels, is 84% feet. The ma- 
chine is driven from a jackshaft 
that is mounted crosswise at the top 
of the frame, with chains and 
sprockets connecting the shaft with 
the rear wheels. 

Powered with a 30 or 40-horse- 
power engine equipped for tractor 
fuel, the Munson machine has four 
forward speeds and reverse. 

Sharp cutters are driven from an 
extension of a vertical shaft at rear. 

Two screws are used—one for 
each row of cane being cut—and are 
arranged and driven at the proper 
rate of speed to receive the cane, 
straighten it up, and guide it to the 
cutters and toppers. These screws 
are driven from a horizontal cross- 
shaft at the top of the machine 
through bevel gears and vertical 
shafts. 

In continuous operation the Mun- 
son machine has proved that it can 
cut or windrow 11% acres an hour. 
Under actual working conditions, al- 
lowing time for turning, cleaning, 
greasing, etc., it cuts an acre (or 
about 27 tons) an hour, as com- 
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Among the eighteen John Deere Tractors there 
is the size and type to meet your customers’ needs 
exactly. And available for each is a remarkably 
complete line of equipment to handle all work 
easier, better, with greater satisfaction. 

And, burning the low-cost fuels efficiently, 
safely, and successfully, John Deere Tractors en- 
able farmers to do more work for every dollar they 
spend for fuel—the basis of true fuel economy. 

In addition to this economy of fuel consump- 
tion, John Deere Tractors provide also the econo- 
my of longer tractor life, of fewer, sturdier parts, 
of easy, simple maintenance—the line of tractors 
with the BIG FOUR your customers want— 
Economy, Dependability, Adaptability, and 
Easy Handling. 


John Deere, Moline, Ill. 


2-CYLINDER 
TRACTORS 
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The Wurtele harvester is mounted on a standard tractor, and can 
be dismounted after harvest to release tractor for other work 


pared with the average “knife” who 
accounts for two tons per day. 

In other words, the machine can 
do in an hour what it takes a man 
two weeks to do. It is equipped 
with lights and can be operated 24 
hours a day—an important factor 
since it is imperative to complete 
the harvest before the cane is over- 
taken by killing frosts. 

When the machine is used for 
windrowing, the two rows of cane 
that are cut are laid between the 
rows. When it cuts cane for the 
mills, each stalk is left on top of 
the row and parallel with it. To 
convert the machine from cutting to 
windrowing, it is only necessary to 
bolt on a back carrier and vertical 
conical drums. 

Cutting cane for the mills costs 
not more than 25c per ton, accord- 
ing to Mr. Munson’s own estimate. 
This figure includes both deprecia- 
tion and upkeep, in addition to the 
labor necessary for placrng the cane 
across the rows. 


The Wurtele Harvester 


The Wurtele harvester, construct- 
ed in Wurtele’s Ramsey plantation 
machine shop, is not as widely used 
as the Munson machine though it is 
capable of even more diversified 
uses. It cuts, strips and tops the 
cane before automatically loading it 
into the cart it tows along behind it. 
The result of four years of experi- 
menting and’a preliminary expen- 
diture of $30,000 in research, it was 
preceded by three other models 
which were discarded in turn as not 
entirely satisfactory. 

This harvester weighs in the 


neighborhood of 8,000 pounds and 
rests on a 6,000 pound standard 
heavy-duty tractor. Its rear wheels 
are equipped with balloon tires that 
provide plenty of traction and it op- 
erates by a power take-off from the 
tractor. 

The “Wurtele Cane Combine” 
cuts with a circular steel saw that 
is hydraulically adjusted. The cane 
is drawn into position by a steel 
“Y” and is cut at ground level. Steel 
fingers on endless chains guide the 
cane through the machine while it 
is topped, stripped and loaded into 
a rubber-tired steel cane car behind 
the harvester. 


Five Operators 


Five men are required to operate 
the machine while it performs the 
cutting, stripping, topping and load- 
ing operations at a rate of between 
15 and 20 tons per hour. 

The frame of the Wurtele har- 
vester is made of electrically-weld- 
ed tubular steel and is attached to 
the tractor by means of 18 bolts and 
one simple mechanical connection. 
By removing these the entire ma- 
chine can be detached from the 
tractor so that the tractor can be 
used for other purposes after the 
cane harvest has been completed. 

The two machines represent the 
latest efforts to get away from cut- 
ting cane by hand, an expensive and 
laborious process. Annually since 
the turn of the century harvesting 
machines of one sort or another 
have been tried in the Louisiana 
fields, but with little real success 
until the advent of the Munson and 
the Wurtele harvesters. Munson’s 
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first experiments began in Febru- 
ary, 1938, and he finished his first 
model in September of that year. He 
built four models using automobile 
motors and gasoline but finally 
abandoned all of these early ma- 
chines in favor of tractor motors 
and fuel. His present machine, 
which weighs 10,000 pounds, doesn’t 
strip and load but to date has been 
more widely used than has the Wur- 
tele combination. 


A Cooperative Plan 
of Distribution . . 


(Continued from page 68) 


sample room is already proving very 
popular among dealers. 

Tractors and other equipment in 
the room are tagged to show deliv- 
ered-to-farm prices. Tractors are 
marked with the necessary attach- 
ments, showing total price, less a 
10 per cent discount for cash. 
Strange to say, there are many 
cash deals in that section. 

Farmers are invited to come to 
the sample room, and the floor 
man, Ira Armstrong, does his best 
to complete the sale, which then 
goes to the dealer serving that 
farmer. 

At the time of the formal opening 
in September, an eight-page section 
in a local newspaper was used to 
acquaint the public with the cor- 
poration and its purposes and func- 
tions. Copies of this section were 
mailed to all box holders of rural 
routes in some fifteen counties, and 
a large attendance featured open- 
ing days. Prizes were awarded. 
Though it is planned to do consu- 
mer advertising by the corporation, 
so far it has not been found neces- 
sary. 

In the matter of distribution of 
machinery and repairs, the cor- 
poration serves as a Minneapolis- 
Moline branch. Deliveries to deal- 
ers are made on order from the 
company and payments for them 
are handled through the company, 
not by the corporation. 


National Federation Board 
Sets 1940 Meeting Dates . . 

The Executive Board of the Na- 
tional Federation of Implement 
Dealers’ Associations has selected 
the dates of October 15, 16 and 17, 
1940, for the Federation’s forty- 
first annual convention. 
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Joditieeléae|hAPROVED 


AUTOMATIC TRACTOR DISC HARROW 


It’s the N 
O. and No. 


lin Preference 


INE years ago The Roderick- 

Lean Automatic Tractor 
Disc Harrow was outstanding in 
value. Each year new improvements 
have placed it even further ahead in 
popularity. This year’s No. 1 offers 
all and more than one could expect 
in refinements and improvements. 
Check these points: 1. Automatic 


Built by Roderick-Lean Division, 


Mansfield, Ohio 


Write Farm Tools, Inc., Mansfield, 


Ohio, for name and address of 
nearest distributor. 


[ VULCAN PLOW DIV. ou DN | ( ROPER RODERICK LEAN DIV. 
Home OL | 


t 


control for straightening or angling 
gangs from tractor seat. 2. Greater 
flexibility — hugs the ground. 3. 
Galesburg electric heat-treated 
discs. 4. Four piece, center thrust 
type, bearings on rear gangs. 


5. Alemite pressure lubrication. All 


features that turn “lookers” into 


buyers. 


WALKING, RIDING AND 
TRACTOR PLOWS 


HARROWS , CULTIVATORS, 
WEEDERS , ETC. 


FARM uf TOOLS, INC. 2} 


MANSFIELD, OHIO 
PEORIA | DRILL OW. i HAYES PLANTER DIV. 


AND FOUR WHEEL 
_ SEEDERS "AND SOWERS <li PLANTERS 


! 
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New Implement Uses 
Broaden Market 


LERTNESS to new opportuni- 
A ties seems to be a charac- 
teristic of Florida imple- 
ment dealers. At least, there has 
been evidence of several Florida 
merchants being on their toes and 
expanding their markets by devel- 
oping new uses for standard farm 
tools, or by adapting them to the 
peculiar needs of Florida agricul- 
ture, and by improvising new 
tools. Or it may be that the un- 
usual varieties of soil, climate 
and crops found in Florida pre- 
sent a better opportunity for the 
ingenuity of their implement deal- 
ers to bear fruit. At any rate, 
more than one Florida dealer has 
broadened his field and made 
many new sales by thinking along 
new lines and contributing to a 
better solution of some of the lo- 
eal agricultural problems. 

One of the most recent expan- 
sions of the farm implement busi- 
ness in Florida was made possible 
when it was demonstrated that 
every rancher in the cattle coun- 
try could be added to the imple- 
ment dealer’s list of prospects. 
(Many thousands of Florida acres 
are devoted to a cattle industry of 
considerable proportions, as was 
pointed out in an article entitled 
“Cowboy Customers in the Citrus 
Country” in the January issue of 
SOUTHERN HARDWARE). 


By L. H. Houck 


Much of the flat land in Florida 
is covered with a growth of low 
palmetto bushes which do not add 
much to the value of the land as 
pasturage. Until recently the 
condition of the Florida range and 
the palmetto growth was left 
pretty much to nature. Then it 
was’ successfully demonstrated 
that with a tractor and disc har- 
row a rancher could clear his pas- 
ture land of the palmetto scrubs 


The tractor at left was sold to a 
Florida rancher because an en- 
terprising dealer proved more 
profit on beef could be realized 
through clearing and preparing 
the range for sowing of more 
suitable grasses 


and from the improved pasturage 
realize a profit on his equipment 
investment. 

A. C. Medlock, proprietor of the 


‘Medlock Tractor Company, J. I. 


Case dealers of Orlando, Fla., has 
been a pioneer in this movement 
and has demonstrated successful- 
ly to many Florida ranchers how 
they could convert their rough 
land into first-class pasture in a 
short time. 

Supplementing the promotion of 
clearing the land for better pas- 
turage, research which has been 
successful in finding the several 
types of grass most suitable to the 
Florida climate and soil, has 
helped in selling tractors to the 
ranchers. Experiments have 
shown that the Florida range may 
be planted successfully to high 
grasses, carpet grass and Dallas 
grass, but you just can’t take 
grass seed and sow it among the 
palmettos and hope for the best, 
so Mr. Medlock shows ranchers 
that by cutting down the palmet- 
tos with disk harrows and heavy 
choppers and preparing the range 


Another development that made possible new sales to grove own- 
ers—plows equipped with depth gauges to maintain the shallow 
and fast plowing that is necessary in the Florida citrus groves 
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Make Profits Climb with 


usHcCo 


BRAND HAMES 


Dealers report a steady, substantial rise in profits after 
switching to the USHCO line. The reasons? First, you 
need fewer hame numbers to serve your trade. This 
means a smaller inventory, quicker turnover, a greater 
net profit. - 
Second, the quality features in the USHCO Hame 
makes merchandising easier and increases sales. 
Such exclusive USHCO advantages as the 
Channel Steel Back, all steel drop-forged trim- 
mings, the dependability of the Lone Star 
ratchet and hook, the USHCO guarantee— 
these are important features that the 
southern farmer wants. 


Order USHCO Hames from your jobber. 


USHCO MANUFACTURING COMPANY, Inc. 


(Formerly U. S. Hame Co.) 
BUFFALO, N. Y. 
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DESIGNED FOR 
ATTACHING BALL 


NEW NO. 61 
SOUTHERN STYLE HAMES 


THE ONLY GENUINE STRUCTURAL 
CHANNEL STEEL BACK HAME 
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MORE COTTON PER SHARE 


—_ 


You can be sure of more cotton per Share because of 
the extra wear given by STAR Shares. 

Lister and Middleburster Shares by Star are now being 
made with a patented one-piece point, and an extra 
heavy metal running all the way up the center rib. 

The largest percentage of wear comes on the center 
rib and it is right at this point that STAR has put the 
extra heavy metal. 

Be sure to specify for STAR Shares when ordering 
Lister or Middlebursters. 


= 
"STAR SERVICE SHARES" 
Soom 


STAR MANUFACTURING COMPANY 


Div. of Dlinois Iron & Bolt Co. 
CARPENTERSVILLE, ILLINOIS, 
U.S.A. 


MM 


MM 


1873 1940 


MM 


yuuveavennnnvuanevngeennnuuovcaesegsovsuaneconnencaaveeencaonantaeneecaoeaangncez goannas eens essen 


MMC 


“FLAIL-ACTION” put. 


PEP in Hammer Mill Sales 


STOVER Reaches 
All Hammer Mill Prospects 


—. If you really want 
pm to make money 
handling hammer 
mills, sell Stover’s 
sensational Flail-Action Feed 
Master. This new mill is tak- 
ing the country by storm and 
performing the most amazing 
grinding records you’ve ever heard about. 
Stover’s extensive advertising is reaching every hammer 
prospect in your locality. Write today for dealer 
omer. 


STOVER PUMP JACKS—SAMSON WINDMILLS—STOVER GAS 
ENGINES — DIESEL ENGINES—CORN SHELLERS-— FEED 
GRINDERS— LIMESTONE PULVERIZERS~— SAW FRAMES 


STOVER MFG. & ENGINE €0., 113 Lee St., Freeport, Ill. 


iia STOVE 


Quality 
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A. C. Medlock, in front of his place with new Case Flambeau Red 


‘ 


for planting of grass seed—with 
his tractors and implements—they 
can pasture more cattle to the 
acre, put more beef on the hoof 
and increase the profit from the 
sale of their cattle. The result is 
that many ranchers are now work- 
ing the land over with equipment 
purchased from Medlock. 


Ranches of 50,000 to 200,000 
acres are commonplace in this 
section, and many of them are be- 
ing cleared and disked by their 
owners on a quota basis, laying 
out so many acres to be done each 
year, with the idea of improving 
many thousands of acres over a 
period of several years. 


The results of this program 
have been satisfactory indeed 
from the standpoint of the ranch- 
er as well as for the implement 
dealer, says Mr. Medlock. 


Orlando, home of the Medlock 
company, is situated on the north- 
ern rim of the cattle country and 
is the center of a citrus section. 
So Mr. Medlock is not concerned 
entirely with the rancher but has 
other fields in which some ingenu- 
ity pays dividends. 

A number of new implements 
have been made in the Medlock 
shop for use in the citrus groves, 
while others have been altered 
there for adaptation to the partic- 
ular requirements of this locality. 
One instance of such adaptation 
was the installation of depth 
gauges on moldboard and disk 


plows to provide the fast and shal- 
low plowing required in the 
groves. 

These and other developments 
which have opened the way to 
many a new sale are but a part of 
Mr. Medlock’s concept of sales- 
manship. Tools, he opines, are 
made to help men do their work 
better. When this can be demon- 
strated, there is really something 
to sell, and but little sales resist- 
ance to be overcome. 

“Show ’em!” says Mr. Medlock. 
“You’ve never seen a man yet who 
wouldn’t buy when you show him. 
Show him what it will do, what it 
will cost and how much money he 
can save or how much more he can 
make, and you’ve made a sale.” 


IHC President’s Comment 
on Business Outlook . . 


In commenting on the business 
trend of the past year and the 
outlook for 1940, Sydney G. Mc- 
Allister, president of the Interna- 
tional Harvester Company. said 
recently, “In the farm equipment 
industry and improvement had be- 
gun well bezore the present Euro- 
pean war broke out. Fortunately 
the war has not, as yet, interfered 
with the domestic upward trend. 
The prices the farmer receives for 
his grain and staple products have 
been increasing and he is in a 
more favorable buying mood.” 

Mr. McAllister pointed out that 
any business gains which may 
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have been realized in the farm 
equipment industry was in spite 
of the war and not because of it. 
“American business has now had 
four months of experience in op- 
erating under the difficulties of 
war conditions abroad,” he said. 
“The experience of these four 
months has shown once again that 
war is a destroyer of business. It 
has brought further and even 
more prohibitive barriers to inter- 
national trade. War destroys con- 
fidence, stifles the spirit of for- 
ward looking hopefulness, which 
alone prompts the risking of capi- 
tal in new productive enterprises. 
So I say that the trend of Ameri- 
can business in 1940 must depend 
primarily upon our own domestic 
economy and that of the ether r 
tions in this hemisphere which 
are determined, along with our- 
selves, to remain at peace.” 


Paint Enhances Value 
of Used Equipment 


Every farm implement dealer 
has to take trade-ins, but he must 
do more than place the traded-in 
implements out on the floor if he 
expects to make a satisfactory 
profit, believes R. T. Ritter, owner 
of Ritter Implement Company, 
Knoxville, Tenn. 

“Any trade-in that is worth try- 
ing to sell again is worth overhaul- 
ing and repainting,” says Mr. Rit- 
ter. He finds that it pays to clean 
up and paint up used equipment in 
that it will not only sell faster but 
will bring a better price which 
will pay for the cost of recondi- 
tioning and frequently allow a 
margin of profit. “I have seen a 
gallon of paint, when used on a 
trade-in, bring a return of $25,” 
says he.—By Warner Ogden. 


New Spiral Type 
Tractor Chain . 

Extra traction at a popular price 
is the claim made by the American 
Chain & Cable Company, Inc., in 
announcing the Weed spiral grip 
farm tractor chain. 

This chain, designed with large 
right and left spiral links to pre- 
vent any tightening up, features a 
zig-zag type cross chain arrange- 
ment. With this arrangement, 
maximum traction is effected and 
smoother riding with minimum vi- 
bration is made possible, it is said. 


Se 
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@ The real test of any product is in 
repeat sales. That is a point on which 
Aermotor Windmills really score. Many 
owners have 25, some 48, Aermotors 
pumping for them. Could there be a greater en- 
dorsement of reliability? 

@ Aermotor Windmills are unmatched for depend- 
able, low-cost operation. This is because a built-in 
ruggedness in every detail provides long life and 
unfailing performance. Give your customers this 
thrifty pumping. 

@ For electrified farms Aermotor Electric 
Water Systems furnish you with units so 
modern, and so full of exclusive 
features that your selling job 
is easy and profitable. 

Get the complete story. Write today. 


AERMOTOR CO. 


2500 Roosevelt Road, Chicago, Illinois 
Branches: Dallas * Des Moines 
Kansas City * Minneapolis ® Oakland 
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Tools Sell Best 
Because They Serve Best 


MOM 


There are many differences between Planet 
Jr. Farm and Garden Tools and ordinary 
gardening and agricultural implements. 
Differences in quality of materials, work- 
manship and finish! Differences in design 
—in construction—in time, labor, and 


Sup ctor money-saving features. These differences 
@ : are apparent both on the sales floor and in 


the field. They work to your advantage in 
trom SCOVIL HOES 


the first case—they work to your customers’ 
advantages inthe second / For thesamethings 
that make Planet Jr. Farm and Garden 
Tools more profitable to se/]—make them 

HERE’S WHY you get SUPERIOR easier and more profitable to uwse/ 

SATISFACTION from SCOVIL 

HOES: 

1—Every operation of manufac- 

ture is controlled in our own Da H,SCOVIES 


plant. a) ecaneeaese sie! 
2—Only the highest standards exist. Lk 
3—Over 90 years of experience back 
of every hoe, 
4—Built according to farmers’ 
specifications. 
5—Scovil Hoes sell easily. Prices 
are right—Profits are liberal. 
ie Order from your 
Jobber today! 


MM 
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: So LC ALLEN & GCOmaac 
Also makers of Planet Jr. Garden Tractors 
3421N. 5th Street, Philadelphia, Pa. 


* Planet Jr. No. 17 Single Wheel Hoe does everything. 
Equipped with pair of hoes for weeding and hoeing; 
three teeth for general cultivation, and one landside 
plow for ridging, furrowing and plowing. All attach- 
ments specially heat treated for long wear. 


ME 


D. & H. mmm FEATURE 


SCOVIL, INC. 


Higganum, 
Conn. 


Planet Jr. 


FARM AND GARDEN TOOLS 


SATISFY 
CUSTOMERS 


Southern Representatives: 
Sheffield Clark & Company 
Nashville, Tenn. 
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Mimeographed Bulletins 
Are Effective Ads .. . 


XCELLENT use of a mimeo- 
graph machine has been made 
by the Farm Equipment Company, 
Tunica, Miss., in promotion of its 
farm equipment business. Mimeo- 
graphed bulletins on colored paper 
announcing a spring opening, spe- 
cial offer, etc., or containing a gen- 
eral sales message, and mimeo- 
graphed messages on penny post 
cards are used to supplement a very 
thorough advertising program con- 
ducted through the newspaper, 
printed handbills and other media. 
“We find direct mail advertising 
mighty successful,” says Foster 
Graves of the Tunica store, ‘‘and 
we also find that by using our mi- 
meograph machine and inserting 
cartoons and other eye-catchers on 
our bulletins, we are able to reduce 
the expense and get better results. 
Cartoons and eye-catchers are easy 
to put on the announcement in 
mimeograph and they will attract 
attention where an ordinary hand- 
bill or circular letter would not.” 

Bulletins are frequently inserted 
with monthly statements, service 
letters and other regular mailings, 
and in this way can be used at very 
low cost. 

In the samples which are repro- 
duced on this page it can be seen 
that cartoon sketches do enliven the 
informal mimeographed announce- 
ments. A wide variety of such 
sketches, decorations, lettering, 
etc., are furnished with most mi- 
meograph outfits and these are 
easily traced and reproduced. 


Tests Comparing Dual and 
Single Pneumatic Tires .. 


Bf ipae has been considerable dis- 
cussion in recent months pro 
and con on the use of dual pneu- 
matic tires for farm _ tractors. 
Within the past year keen interest 
has been manifested in the -use of 
dual pneumatic tires in the hope 
that traction would be increased 
thereby. Tests proved that an ad- 
ditional tire on each drive wheel did 
improve traction, particularly in 
muck soil, but the cost of such dual 
equipment was approximately twice 
that of the single pneumatics. Then 
tires of smaller cross-section were 
developed for use in dual combina- 
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FARM 


WAS GIVING A FREE 
LAST NIGHT? 


RTUNITY TONIGHT : 
HAVE THE OPPO! 
YoU wil y p * * 


TPMENT COMPANY oF TUNICA IS HAVING 


THE FARM EQU 
BEEN RAVING ABOUT> 


AN_EXTRA TWO WEEKS TO HAVE YOUR 


TRACTOR CLEANED, PAINTED, AND. _ 
REIETIERED for HALF-PRICE "$4 # 


INTERESTING SHOW 
ALSO DEMONSTRATES HOW TC 


it your tractor needs any repairs NON is the time to have st OF RIP -ROARING 
i one »vefore the busy Spring Season begins. Our shop is 
fully equipped and our mechanics are expert workmen. We 


can do the job to your entire satisfaction. 


During this period we will call for and deliv 
er - 
tor for ONE-HALF Price. satu 


AT 7°30 O'CLOCK - 


FARM EQUIPMENT COMPANY INC. 
TUNICA, MISSISSIPPI 


FARM EQUIPMENT COMPANY INC., 


TUNICA, MISSISSIPPI 


GET A McCORMICK-DEERING 


PLOW FREE ! fob Chicago 


Dear Mr. Farmer: 


The Harvester Company hes authorized us to make this FREE offer so 
that our customers might be given an added advantage in investing 


We will be glad to explain the details of this offer to you. Rem- 
ember there are Six Different New Mechines for you to choose from. 


FARM EQUIPMENT COMPANY, INC. 
PHONE .. 93 
TUNICA, MISSISSIPPI 


Samples of mimeographed bulletins and postcards used by the 
Farm Equipment Company of Tunica, Miss., as direct mail adver- 
tising, announcements of special events, etc. 
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BURKS 


ANCHOR BRAND 


BACK BAND HOOKS 


DEEP WELL For Spring Selling! 


Educet “4zé 
iw Awa a AY 


OPENS AMAZING MONEY MAKING 
OPPORTUNITIES FOR DEALERS 


OFFERS ALL THESE 
EXCLUSIVE SALES-MAKING FEATURES 


+ 10% Greater Capacity 
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+ User-Tested 10 years 

+ Automatic Air Volume Control 

+ ONLY ONE MOVING PART 

+ Two Types: Super Turbine and Bives:'4 and 6 inches 
Vertical Centrifugal Pumps Caduium Plated 

+ Screen Protected Educer 

+ No Vibration—Direct Connected ; 


Stainless Steel Shaft 


With the BURKS Line you have the finest system for 2 
every well. The famous Life-Lok Super Turbine 


Niagarette for shallow wells and now two of the Burk Centrifugal 
finest of all Deep Well Systems. Write for complete . 9 
details on Dealer Proposition today. Educer Pump 


H&A No. 1443 
Iron 
Japanned 


DECATUR PUMP CO., Decatur, Ill. 


PL 


DEALERS: MAKE MONEY...NOW! 


...with this fast-selling, profitable 
BLOUNT UNIVERSAL ONE-HORSE 


WALKER CULTIVATORS 


The world’s 

most popular 
low - priced 
cultivator! 


No. 4331 
Steel Wire 
Japanned 


No. 1498—BOSS 
Sizes: 4 and 5 inches 


Japanned or 
Cadmium Plated 


ancHoR i BRAND 


All over the coun 
try, the demand 
is growing for 


this fine cultiva- No. 3441 HAWK BILL WARDS 
tor. Ideal for x Malleable Iron, Japanned No. 2084, No. 2085 
large field work Sizes, 242, 3 inches Japanned 


or small garden 
crops. Cultivates 
cotton, corn, po- 
tatoes, tobacco, 
etc. 


Can be equipped 
with all styles of 
shovels and 
sweeps, also Disc Attachment. Spring Tooth Gangs and Shovel Gangs 
are available. 

Manufactured of high-grade materials for long, satisfactory service. 
Wheels adjustable to any width row. Gangs may be set for flat or 
ridge cultivation. 

Can be converted to two-horse cultivator by getting Tongue, Eveners and 
Neckyoke as extra. 


Check these fast-movers for spring selling now! 
Note the ones you need in your want book—and 
be sure to specify Anchor Brand for ready sales 
and satisfied customers. 


ery & JUDD MFG. CO. 


New Britain, Conn. 


x * F F 


Blount True-Blue Farm Implements are known for their operating effi- 
ciency and lasting durability. 


WRITE FOR SPECIAL CONTRACT TODAY! 


BLOUNT PLOW WORKS 


EVANSVILLE, INDIANA...Established 1867 


Spey Anchor Brand—The Most Complete Line 
Of Saddlery Hardware In The World 
NEW YORK . . CHICAGO . . ST. LOUIS . . LOS ANGELES . . SAN FRANCISCO 
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tions, the cost of two of these new 
tires being more nearly the cost of 
the larger single pneumatic. 

However, recent tests made by 
the Michigan State Experiment 
Station indicate that two small tires 
(5.00-44) in dual offer no advant- 
ages in tractor performance over a 
single 9.00-86 single pneumatic tire. 
In these tests in various types of 
soil the drawbar pull in pounds was 
greater in every instance for the 
single pneumatic than for the duals 
when the same weight was on each 
drive wheel. This was explained as 
the result of the greater flexibility 
of the low pressure singles which 
increased the ground contact area 
under the load. Results of the test 
comparing these two tires, with in- 
flation pressures of 12 pounds per 
square inch for the 9.00-36 four- 
ply single and 20 pounds per square 
inch for the 4.00-44 four-ply duals, 
were as follows: 

1. Traction, expressed in pounds 
pull on the tractor drawbar, was 
greater for the single than for the 
dual pneumatics for the same per- 
centage slippage for all soils and 
conditions tested. 

2. The advantage in traction 
gained by the single pneumatic over 
the dual pneumatics for a slippage 
of 16 per cent is as follows: Sand 
41.1%, disked ground 20.4%, fresh- 
ly plowed ground 19%, muck 
(plowed and _ rolled) 15%, sod 
13.25%, and muck (mint stubble) 
11.7%. 

3. Increased weight on the driv- 
ing wheels of the tractor increased 
the traction for the same percent- 
age of slip. 

4, At 16 per cent slip, the draw- 
bar pull increase with the single 
pneumatics for 544 pounds added to 
the traction members is as follows: 
Sod 400 pounds, sand (oat stubble) 
280 pounds, muck (mint stubble) 
250 pounds, and freshly plowed 
ground 280 pounds. 

5. At 16 per cent slip the draw- 
bar pull increase, with the dual 
pneumatics for 544 pounds added to 
the traction members is as follows: 
Sand (oat stubble) 240 pounds, 
muck (mint stubble) 180 pounds. 

6. The maximum drawbar pull 
was obtained with an average slip- 
page of 45 per cent. 

7. The maximum horse-power 
was obtained with an average slip- 
page of 23 per cent. 
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8. The effect of changing the 
spacing of the duals from the stand- 
ard setting of nine inches center to 
center, to a seven inch spacing, did 
not appear to affect traction. 


Case Announces New 
Steel Farm Gear . . 

The J. I. Case Co. has announced 
a new line of all-steel farm gear 
including three models designed 
for a variety of hauling needs. | 

For the farmer who wants a 
gear for use only on the farm, 
there is type VW equipped with 
steel wheels and cast alloy hubs, 
high carbon steel spindles. Bear- 
ings pressure lubricated and pro- 
tected by dirt seals. Auto type 


steering provides turning radius of 
Capacity, 4,000 pounds 


ten feet. 
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Model VWT is designed for the 
farmer who wants a gear largely 
for use on the farm but also suit- 
able for highway transportation. 
This has the welded all-steel frame 
of the VW gear but is equipped 
with dise wheels for 6.00x16 and 
other high production tires. 

For a minimum of farm uses and 
more highway hauling, there is 
Model VT. Road clearances are 
less than on other models for low- 
er center of gravity. Permits 
speeds up to 40 m.p.h. with a pay 
load of 4,000 pounds. Two and 
four-wheel brakes available on or- 
der from factory, for either vac- 
uum or mechanical actuation. 
Unique coil type springs can be 
furnished as an extra on this or 
either of the other two models. 


Top to bottom, new Case steel gear Models VW, VWT and VT 


| 
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High standard of 
the industry — 


WRIGHT 
POULTRY 
NETTING | 


STEEL & 
WIRE CO. 


The Year ’Round 
It’s Many Uses Keep ‘‘Black Leaf 40” 
in Season Throughout the Year. 


@ This year more than 4,000 magazines and newspapers are again carrying the 
story of ‘‘Black Leaf 40’? to every corner of the country. The millions of users 
and potential users are again being reminded of the many “Black Leaf 40’’ uses 
that make it a year around good seller. 

By displaying ‘Black Leaf 40’ constantly, you can be sure of getting your 
share of “Black Leaf 40’’ sales and profits. Check your stock today—be sure you 
have an ample assortment of sizes. If you need fresh display material, call your 
jobber or write us direct. 


TOBACCO BY-PRODUCTS & CHEMICAL CORPORATION 
INCORPORATED, LOUISVILLE, KENTUCKY 


New Business Opportunities. ro 


THE TRUE TEMPER TAPER FORGED SHOVEL 
THE TRUE TEMPER DYNAMIC HAMMER 
THE TRUE TEMPER TOMMY AXE 


Have set new highs...in buyer preference 
...in sales... because of tremendously 
improved design... utility... value. 


For your profit’s sake... be the first to display and promote 


TRUE TEMPER Probucts 
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DEMPSTER AUTOMATIC WATER SYSTEM 


@ Precision engineerin 

Seth 8 Pring and advanced ake 
res Dat oe nite Systems so thrifty and dovendaiien y 
Bates ae Aheloy ane of outstanding, efticie 
al Q allo sil pumps for every farm 
gasoline engine driven, moderately oricea ected EROS 


features Dempster 


they’re your 
nt, economi- 
é, electric or 


¢ This new Dempster Sump 
Pump, built upon tried and proved 
principles, fulfills the large de- 
mand for dependable protection 
night and day against seepage and 
flood waters in basements. _ It’s 
completely automatic. Centrifugal 
type. Electric driven. 


DEMPSTER DIXIE SANI-TOP PUMP 


@ Dempster 
pump... 
pumps... 
America. 

top keeps 


Dixie is the original sani-top 
successor to old type pitcher spout 
and one of the largest Selling in 
The completely enclosed, sanitary 
out dirt and foreign matter. 
Dempster also offers a complete line of pumps 
and cylinders for every need, 


e@ With the complete line of Dempster dependable equipment, you can 
build a profitable business in the large and rapidly growing water supply 
field. It’s the quality line, reasonably priced—with up-to-the-minute des gns 
that satisfy every demand. And 
dealer merchandising and advertising helps. 


Le, DEMPSTER MILL MFG. CO. 


usp Factory: Beatrice, Nebraska 


Branches: Omaha, Nebr.; Kansas City, Mo.; Des Moines, 
lowa; Sioux Falls, S. D.; Denver, Colo.; Oklahoma C.ty, 
Okla.; Amarillo, Texas; San Antonio, Texas 


it’s aggressively promoted with complete 
Write to-day for full details. 
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Arkadelphia, Ark.—J. L. Strother, 


local implement dealer, recently 
moved his business into larger quar- 
ters and expanded his stock. 

McRae, Ark.—Bert Shannon re- 
cently added lumber and _ building 
materials to the hardware stock of 
his store here. 

Tampa, Fla.—The London Hard- 
ware Co., Inc., with Max London as 
manager, recently opened a new 
hardware store here. 

Aeworth, Ga.—The T. J. Williams 
Hardware Company has been sold to 
W. E. Caldwell, of Calhoun. The 
new owner has changed the name of 
the business to Acworth Hardware 
Company. Mr. Williams, former 
owner, remains with the business. 

Asheboro, N. C.—D. W. Holt re- 
cently purchased the entire stock of 
the corporation of D. W. Holt & 
Company, local implement business, 
from other stockholders and now op- 
erates as the sole proprietor. 

Elizabeth City, N. C—The Neece 
Tractor Company recently moved 
into new and larger quarters which 
are more centrally located, accord- 
ing to an announcement by C. H. 
Neece. 

North Wilkesboro, N. C.—Miss 
Ruth Lowe, owner and manager of 
the North Wilkesboro Hardware 
Company for the past two years, has 
sold her entire stock to her brother, 
James L. Lowe. 

Rockingham, N. C.—Harvey Hough 
recently opened the new Hough 
Hardware Company here. 

West Asheville, N. C.—Remodeling 
of the interior of the Ideal Paint and 
Hardware Company, which recently 
suffered a fire damage estimated at 
$1500, has been completed, according 
to an announcement by S. J. For- 
tune, manager. 

Greenville, S. C.—Will R. Hawkins, 
54, floor sales manager for the Poe 
Hardware Company here, died re- 
cently from a heart attack suffered 
while at work in the store. 

As a young man Mr. Hawkins be- 
gan work with the Markley Hard- 
ware Company, later becoming asso- 
ciated with the Sullivan Hardware 
and then with Poe. 

Woodruff, S. C.—C. L. Mauldin, 
formerly of Central, recently opened 
a hardware business here. 

Marion, S. C.—F. W. McKerall re- 
cently sold the Planters Hardware 
Company to Lewis D. Haigler. Mr. 
McKerall, owner of this business 
since 1903, will retire. 

Mr. Haigler has been connected 
with the Planters Hardware Com- 
pany for some time. 

Huntington, Tenn.—William Ed- 
ward Leach, a member of the firm 
of Carter & Leach Hardware Com- 
pany, died recently at the age of 72 
after an illness of three weeks. 

Sparta, Tenn.—E. H. Hull recently 
announced his retirement from act- 
ive participation in the management 


of the Mayberry & Hull Hardware 
Company. Mr. Hull, who says he is 
going to take his first vacation and 
rest, will retain his financial inter- 
est in the business. 

Booker, Tenn.—The Booker Imple- 
ment Company recently moved into 
a new brick building here. 

Sunset, Tex.—The Stephens-Truitt 
Lumber Company recently opened 
a hardware store here in a new 
building erected for the purpose. 

Brownfield, Tex.—J. L. Cruce has 
been appointed agent for the J. I. 
Case Implement Company here. 

Comfort, Tex.—The Molter Imple- 
ment & Grain Company recently held 
the formal opening of their new 
building here. 

Munday, Tex.—Gene Harrell, son 
of E. W. Harrell, recently returned 
to Munday to become associated with 
his father in the Mansell Hardware 
Company. 

Panhandle, Tex.—C. E. McCray re- 
cently joined the Panhandle Hard- 
ware & Implement Company as a 
salesman. Mr. McCray, a long time 
resident and farmer in this section, 
will devote most of his time to im- 
plement and truck lines. 

Stamford, Tex.—P. D. Lambeth, 
who has been employed in the Bry- 
ant-Link Company store at Jayton, is 
now in charge of the hardware de- 
partment at Bryant-Link’s Stamford 
store. 

Earl Keese, formerly in charge of 
this department, has been made man- 
ager of the implement department. 

Stephenville, Tex.—M. D. Barbee 
recently opened the Barbee Imple- 
ment Company here to handle the 
John Deere line. Mr. Barbee also 
operates a store at Dublin. 

Mineral Wells, Tex.—Zeb Vance, of 
Garner, recently purchased the inter- 
est of Arthur L. Spain, of Weather- 
ford, in the Noah Carter Hardware 
Store here. 

Wills Point, Tex.—Sam Jordan, 
prominent farmer in this section, has 
been appointed a dealer for the Min- 
neapolis-Moline line of implements 
and tractors. 

Wolfe City, Tex.—Manson J. Mel- 
ton recently purchased the interest 
of R. L. Mullins in the Armstrong- 
Owens Hardware and _ Furniture 
Company. 

R. W. Owens. who has been con- 
nected with this firm since its es- 
tablishment in 1926. will serve as 
business manager.’ The firm name 
will be changed to R. W. Owens and 
Company. 


CONVENTION DATES 


Tennessee Retail Hardware Asso- 
ciation, annual convention at Nash- 
ville, Tenn., February 6 and 7, 1940. 
Headquarters, Andrew Jackson Ho- 
tel. R. K. Boswell, secretary, Box 
68, Chattanooga, Tenn. 

Oklahoma Hardware & Implement 


NEW STORES AND OTHER 
CHANGES IN THE TRADE 


Association, annual convention and 
exhibit at Municipal Auditorium, 
Oklahoma City, February 6, 7 and 
8, 1940. Chas. F. Nelson, 301 Key 
Building, Oklahoma City, secretary. 

Arkansas Retail Hardware Associa- 
tion, convention and exhibit, Feb. 
20 and 21, 1940, at Little Rock. Head- 
quarters and sessions at Marion Ho- 
tel. Exhibit at J. T. Robinson Me- 
morial Auditorium. George L. Turn- 
er, 322 E. Markham St., Little Rock, 
secretary. 

: Virginia Retail Hardware Associa- 
tion, annual convention at Roanoke, 
Va., February 20 and 21, 1940. Head- 
quarters, Hotel Roaoke. G. T. Omo- 
hundro, secretary, Scottsville, Va. 
_Southern Hardware Jobbers Asso- 
ciation, Golden Anniversary conven- 
tion, held jointly with the American 
Hardware Manufacturers Associa- 
tion, April 8, 9, 10 and 11, 1940, at 
Palm Beach, Fla. Headquarters, 
Palm Beach Biltmore and Whitehall 
Hotels. T. W. McAllister, secretary 
jobbers’ association, 1020 Grant 
Building, Atlanta, Ga. Chas. F. Rock- 
well, secretary manufacturers’ asso- 
ciation, 342 Madison Avenue, New 
York City. 

Retail Hardware Association of 

Alabama, annual convention and ex- 
hibit at Birmingham, May 14, 15 and 
16, 1940. Headquarters, Tutwiler 
Hotel. J. H. Crowe, secretary, 410 
N. 21st St., Birmingham. 
_ Georgia Retail Hardware Associa- 
tion, annual convention tentatively 
set for May, 1940, at Atlanta. Robert 
K. Boswell, Box 977, Atlanta, secre- 
tary. 

Mississippi Retail Hardware and 
Implement Association, annual con- 
vention, June 10 and 11, 1940. Mark- 
ham Hotel, Gulfport, Miss. David O. 
Mansfield, P. O. Box 1696, Jackson, 
Miss., secretary. 

Hardware Association of the Caro- 
linas, June 11 and 13, Francis Mari- 
on Hotel, Charleston, S. C. A. R. 
Craig, 407-11 Commercial Bank 
Building, Charlotte, N. C., secretary- 
treasurer. 

Louisiana Retail Hardware and Im- 
plement Association, annual conven- 
tion June 20 and 21, 1940, at the Hotel 
Bentley, Alexandria, La. David O. 
Mansfield, Alexandria, secretary. 


Mississippi Firm Offers 
Close-Out Specials . . 


With a considerable quantity of 
sweep blades—solid, Dixon, heel and 
thistle shapes—which they wish to 
close out, Wright Brothers Hardware 
Co., Vicksburg, Miss., advise that 
they will offer these at very special 
yee to any who may be interested. 

hey also say that they have some 
farm implement and screen door 
stocks which they wish to close out 
at special prices. 
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Home Water 


It's GOOD BUSINESS to sell the McDonald Line. It offers all 
that’s best in Water Systems at a price your customers like— 
at a price that builds business for YOU! 


Shallow Well Systems 


Eight sizes, 250 to 
3000 gallons per 
hour. Outfit illus- 
trated, 250-M-10. 
Ample capacity — 
complete as shown 
—self-contained— 
compact! 

Here’s sturdy guar- 
anteed construction, 
combining eye ap- 
peal, price and per- 
formance. They’re 
easy on the buyer’s 
pocketbook and 
§ power bill too! 


ee i 4 : 
The four tight rope walkers shown above, must 
have perfect balance to successfully perform their 
breath taking act. Just as their work depends 
upon this perfect balance so does the work of 
a shoveler depend upon balance in his shovel. 
Balance in a shovel means easier handling and 
more efficiency in shoveling. A new re-designed 
socket gives to the ABW Solid Shank Shovel a 
perfect balance. The new high bend has achieved 


for this famous shovel a balance unequalled in 
any other solid shank shovel. 


New Redesigned Socket 


Try This Test 


Lay one of these 


To users of shovels this is an Ee ca 
important development and a tuble Godevk, 


one that will be welcomed by pelamee sia oe 
buyers of shovels. In addition nioiecdinekioke the 
to this exclusive feature ABW odes _ ~ _ 
Solid Shank Shovels are equip- sotsed' tras of the 
ped with the famous Shock capes the tip the 
Band which gives more handle cithes aide, bt fale 
strength to the shovel. ABW and wate h the 
Solid Shank Shovels are made This lithe pectect 
from one solid bar of steel. balance which no 
other solid shank 
shovel has. 


Deep Well Pumps 


Two sizes, 4” stroke and 6” stroke. 
Powered from 1/3 to 14% H. P. Ca- 
pacity range 160 gallons per hour to 
645 gallons per hour. Compare fea- 
ture for feature with ANY Deep Well 
Pump REGARDLESS OF PRICE! Mea- 
sure this great Head by ANY Standard 
—you will find it tops in value! 


Ask your Jobber 
Wy ABW PRODUCTS 
Shovels Rakes 


AMES Spades Post Hole 


P Scoops Diggers 
& Forks Agricultural 
1774 Hoes Handles 


Ames BALDWIN Wyomine Co. 


PARKERSBURG, W. VA. . NORTH EASTON, MASS. 


Write for details today—don’t pass up 
the YEAR’S GREATEST PROFIT OP- 
PORTUNITY! 


if 
A. Y. MEDONALD MFG. CO 


DUBUQUE, IOWA 
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Atlanta Market Review 


| © aia hardware merchants over the southeastern 
states generally report a fairly profitable year 
for 1939 and, as a whole, are optimistic in regard to 
prospects for the year ahead. Many of these mer- 
chants, having finished their yearly inventories re- 
port stocks in good condition but in need of building 
back to normal, which will be done in many instances 
by the receipt of spring goods already bought for 
January delivery and by placing orders for general 
hardware to be shipped immediately to fill up shel- 
ves and showcases. 

Winter weather continued mild up until Christ- 
mas, but the new year started in with an ice storm 
in the North Georgia area that came near to being 
as destructive as the one of 1935. However, this 
one lasted only two days and was nothing like as 
damaging as the one of 1935. 


Farm Prospects Good 


Agricultural Outlook—The prospects for the far- 
mer look brighter than for several years, with cot- 
ton consumption gaining, along with other farm pro- 
ducts. Domestic consumption and exports of Ameri- 
can cotton showed a 38% increase during the first 
five months of the current season over the same 
period of last year. Home consumption and exports 
are reported at 6,458,097 bales against 4,701,075 for 
the same five months of the 1938 season. Food pro- 
ducts will probably bring a greater return to the 
farmer this year on account of purchases from the 
warring nations abroad who will not be able to raise 
enough to feed their armies and the people at home. 

Business of the South American countries, which 
heretofore traded extensively with the European 


countries, will of necessity be confined mostly to © 


the Americas. This situation in itself presents a 
great opportunity to the United States to cultivate 
new business and provide outlets for our products. 
Freight Rates—A good beginning is being made 
by the southern states in their fight for equal freight 
rates to put the South industrially on an equal foot- 
ing with the northern states. This fight, 
will enable southern manufacturers to compete fa- 
vorably with manufacturers in other parts of the 
country and thus it should have the whole-hearted 
support of all the people of the South. 
Prices—Prices are holding fairly firm in the 
hardware line, with a few ups and downs as usual. 
Tool assortments, such as the Worth line, have ad- 
vanced about 10 per cent. Manila rope is now being 


if won, 
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quoted at $1.80 per hundred pounds higher. Cap 
screws are about 20 per cent higher than formerly. 
Hardware cloth is up about 10 per cent. Manufacturers 
have withdrawn prices on poultry netting. 
Credits—Accounts are in good shape for further 
credit extension over this territory, as a general rule. 


Richmond Market 


Ves the calendar year just closed proved to 
be one of the best years from the standpoint 
of general business since 1928, December sales were 
somewhat disappointing and slightly below sales in 
December a year ago. However, sales started up 
briskly during the first week in January and ex- 
tremely cold weather has created a very heavy de- 
mand for winter merchandise, helping dealers to 
clean up their stocks preparatory to taking in their 
supply of spring and summer items. 


Farming activity has been somewhat delayed due 
to cold weather, but preparations are being made 
for the planting of the largest crops ever to be 
raised in this area. Tobacco will still be the main 
crop raised in the territory served by this market; 
and although the tobacco export situation is far from 
bright at the present time, and no improvement is 
expected as long as the European war lasts, it is 
thought that when peace again reigns a flood of 
orders for tobacco will be placed in this country. 


Building operations still remain at a relatively 
high leyel, and it is predicted by the Architectural 
Forum forecast that construction of new homes, fac- 
tories and utility plants will make 1940 the best 
building year in a decade. 


Industrial production has now caught up with 
consumption, resulting in short lay-offs by some 
factories over the year-end, but employment is now 
again on the upgrade and a splendid business is 
looked for during the first few months of 1940. 

Price changes announced in January were few- 
er than had been expected and most new price lists 
published were simply reaffirming prices that have 
been in effect for the past several months. 

Credit conditions generally are not very satis- 
factory, but collections are being made at a very 
good rate. 


Recent price changes that might be of interest 


to the hardware trade are mentioned briefly as fol- 
lows: 


Screen Doors and Windows—Effective on De- 
cember 20th, the Continental Screen Company issued 
new price lists, showing an advance of approximate- 
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Deming TURBO-FLO 
Pumps are made in 
two distinct designs: 
Pump close coupled 
to motor (Series 
8000); and pump 
connected to motor 
by flexible coupling 
(Series 9000). 


Compact, powerful, dependable, economical! That’s 
a quick description of Deming TURBO-FLO 
Pumps. Designed for wells 28 feet deep or less. 
Self-priming. Separate automatic air pump and 
water level control. Strainer and check valve in- 
tegral with pump. Stainless steel shaft, separate 
from motor shaft. Corrosion resisting metals used 
for all parts coming in contact with water. All 
bronze accurately machined impeller. Removable 
bronze heads. Motor with built-in overload 
protection. Many other features make Deming 
TURBO-FLO a real sales builder! 


Illustrated Bulletin No. 8000 
includes large views of all 
models of Deming TURBO- 
FLO Pumps and Water Sys- 
tems. All important parts of 
these pumps are illustrated 
and described in detail. This 
Bulletin is a valuable aid 
to selling... WRITE FOR 
YOUR COPY NOW! 


DEMING 


PUMPS AND WATER SYSTEMS 
THE DEMING COMPANY ¢ SALEM, OHIO 
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TUCKER PRODUCTS ARE DESIGNED 
RIGHT, PRICED RIGHT, to SELL RIGHT 


OPENS TUCKER'S 


CLOSES 
ITH THE 
FOOT 

u 


EASILY 


FOLDS 

FLAT 
THE 

TUCK’ER'WAY 


STRONG AND STURDY 
BUILT OF HARDWOOD 
WONT TILT 


PEERLESS 
TUCK’ER’WAY 


WEATHERPROOF 
FINISHED IN NATURAL 
OR COLORS 
NO EXPOSED METAL 


: The leader in its field, Tucker's No. 85 is tops in comfort 


= and convenience. 


Schools, funeral homes, and meeting 
places all over the country are going for this number in a 
Folds and stacks absolutely flat. A quick seller. 


FOLDING CUSHIONED BACKREST 


Since the introduction of this new back- 
rest a year ago, sales have exceeded all 
Handiest because it folds 
flat, is light, and easy to carry. 
Ideal as a comfort item for 
boating and all athletic events. 


TENTS---READY MADE OR MADE TO ORDER 


If it's a circus tent, a pup tent, or anything between, we can 


big way. 


expectations. 


2 fill your order from our complete stock. Prompt service on 


tents made to order. 


TUCKER'S CAMP STOOL 


Conforms with Tucker standards of 
high quality. A convenient, comfort- 
able folding stool that is built to take 
a lot of punishment. It's a big seller 
for camp or home. 


The big season on lawn and camping furniture will 
soon be here. Write for free catalog today. 


uckor DUCK AND RUBBER COMPANY © | 


DEPT. S 2 FORT SMITH, ARKANSAS 
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ly 5 per cent over prices named at the opening of 
the season. 

Saddlery Hardware—New price lists were issued 
by the leading manufacturers during the first week 
in December, raising prices from 5 to 10 per cent 
on such items as buckles, snaps, rings, bridle bits, 
etc. Hame prices and also curry combs were ad- 
vanced slightly early in December. 

Wire Screen Cloth—While all manufacturers and 
most jobbers have raised prices on black and gal- 
vanized screen cloth, orders at the new prices are 
hard to obtain and it is rather felt that no business 
will be placed at the new price until the season 
opens and the consumer comes into the market. Ad- 
vance orders on wire screen cloth were very heavy 
and deliveries in most cases have now been made. 

Steel Wire Products—No price announcements 
have been made on steel wire products, such as 
nails, wire and fencing, although prices to jobbers 
are now being quoted at approximately $6.00 per 
ton above the prices prevailing during the late sum- 
mer months of last year. 

Manila Rope—Prices on all grades of manila 
rope were advanced recently two cents per pound, 
with sisal rope unchanged. Present prices have 
been affirmed and will apply to shipments made 
prior to March 3ist. 

Binder Twine—While no price has yet been an- 
nounced for the coming season, it is rather expected 
that when prices are announced this item will be 
advanced from 50 cents to $1.00 per 50-lb. bale over 
the prevailing price of last season. 

Bolts and Nuts—In spite of the fact that leading 
manufacturers of bolts and nuts have reaffirmed 
prices for the first quarter of 1940 and advanced the 
price slightly more than 5 per cent on nuts for bolts 
larger than 114 inch in diameter, it is reported that 
some jobbers are still quoting bolts at discounts less 
than replacement costs. Bolt makers are reported to 
be still very busy, and are only now starting to gain 
a little on their heavy backlog of orders accumulated 
last fall. 

Poultry Netting—The advance sale of poultry 
netting has been heavier than for the past several 
years. Prices now being quoted are approximately 
10 per cent higher than the prevailing price of last 
summer, and fill-in orders at new prices are already 
beginning to be placed in very satisfactory volume. 

Sheathing Paper—Although the price trend on 
most paper and paper board products has been 
steadily upwards during recent months, effective on 
January 2nd new price lists have been issued on 
sheathing paper reducing the price $5.00 per ton 
below the previous prevailing price. 

Small Tools—The sale of all small tools has held 
up remarkably well throughout the entire winter, 
and new price lists that have been issued during the 
early days of this year show little or no change 
from previous prevailing prices. With the coming 
of National Hardware Open House to be held this 
spring, it is expected that numerous special items 
specially priced for this event will be announced 
soon by most leading small-tool manufacturers. 


February, 1940 


Memphis Market 


ECEMBER Sales, as reported by jobbers in the 

Memphis territory, continued to reflect the 
same very gratifying increase over figures for the 
preceding year that has characterized the last sev- 
eral months’ business. As a matter of fact, Decem- 
ber showed up even better than the other months, 
the percentage of increase over 1938 being almost 
twenty per cent. This was considerably more than 
even the most optimistic prophets had anticipated. 
Of course, a huge increase in volume is fine, but the 
really gratifying feature of the improvement is in 
the fact that the percentage of profit has held up; 
because, after all, it is the profit that enables all of 
us to continue operating and pay salaries and wages. 
There has been comparatively little general price 
cutting in the struggle for more volume, and this is 
showing up each month in operating statements that 
are quite pleasing. 

Collections have just about kept pace with sales. 
Fall collections were unusually good; money came in 
nicely from the cotton crop, and came in fast and 
steadily due to the extremely favorable weather for 
getting out the crop. There was somewhat of a lull 
between the time when that money reached the job- 
bers and the time when merchandise bills began to 
fall due for goods bought to supply the immediate 
fall demand. For a time it appeared that cash would 
be quite scarce, and business fell off slightly. It 
became apparent, however, that all of the funds had 
not got out of the territory, and accordingly both 
sales and collections more or less picked right up 
where they were threatening to leave off. 

Since the last market review, collections have 
been better than average by far, and there is no in- 
dication at this time that there will be any serious 
credit difficulties in the immediate future. Most of 
the merchants in the Mid-South: trade area have 
operated on a very conservative basis, and the credit 
condition at bottom is sound. 

Markets generally have been steady, with a gen- 
eral upward tendency quite apparent. The increases 
put into effect have not been large enough to attract 
undue attention, but the trend has been steadily to- 
ward higher levels all along the line. Manufactur- 
ers are having, if anything, a better demand for 
merchandise than they looked for six weeks ago, and 
this is especially true of factories that specialize in 
products for the southern trade. This reasonably 
good demand, coupled with manufacturing costs 
which are still high and which are showing no signs 
of coming down, cannot but be reflected in prices 
as high or higher than those which have been in ef- 
fect during the past summer and early fall. 

It is generally believed by buyers in this part of 
the country that as new prices are announced for 
another season’s business, they will reveal a con- 
tinuance of the present upward tendency, and orders 
are being placed both by jobbers and dealers in ac- 
cordance with this opinion. 

Governmental money continues to play a part in 
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a Hi i LCO announces 


sensational new MODELS...new CABINETS 


that make the Hottest Line in all radio 
STILL HOTTER! 


Dealers everywhere agree that Philco for 
1940 is the year's "hottest" line . . . offering 
more sales features, bigger values and the 
greatest assortment of models at every 
price. And now, just when you need an extra 
sales stimulus, Philco brings you thrilling new 
MODELS and CABINETS that make its line 
“hotter” than ever! Ask us to show you the 
others not pictured here. And remember ... 
they're only part of the most popular, most 
salable, most profitable line in radio history! 


PHILCO 201XX. One of several new "'sell-up” 
models! Has Built-in Super Aerial System with || tubes 
and Twin-Loop Aerial for super-performance on both 
American and foreign stations. Just plug in anywhere 
and enjoy powerful, pure-toned reception! Electric 
Push-Button Tuning, Inclined Sounding Board. Exquisitely 
beautiful cabinet of sliced and butt Walnut. 


PHILCO 84T All-Purpose PORTABLE 


Self-powered for use anywhere .. instantly con- 


MANY OTHER NEW MODELS vertible to AC-DC operation! Battery auto- 


matically disconnected when house current is 


NOT SHOWN HERE, ASK US used. Plug-in cord concealed when battery is in 


use. 5 tubes, built-in Loop Aerial. Powerful, 


FOR FULL DETAILS. fine-toned. Ventilated airplane cloth case. 
UNDERWRITERS' APPROVAL. 


DISTRIBUTED BY 


ORGILL BROTHERS & CO. 


MEMPHIS, TENN. JACKSON, MISS. 
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stimulating business that must not be under-esti- 
mated. Vast sums are being spent all through the 
country for projects of one sort and another, and 
whether or not we believe such expenditures wise 
or sound, we must still keep after our share of them. 


The result of these spending schemes i: seen 
clearly in the increased volume that the lumber 
yards are doing on items in the building line, and 
in the enormous business that electrical and plumb- 
ing houses are doing. Hardware dealers who handle 
these lines are picking up a substantial part of the 
business and making some part of the profit on it. 
There is very little indication that there will be any 
let-up in the near future or that Washington will 
be spending any less money; and, accordingly, a 
good many alert dealers and jobbers alike are ar- 
ranging their affairs so as to take the greatest ad- 
vantage of the situation. 

Spring merchandise is beginning to move out 
nicely at this time. Orders which were booked some 
time ago for shipment now are quite substantial, and 
in addition the orders that are coming in for this 
type of merchandise are unusually heavy. All of 
the usual lines for spring are doing well; demand 
has been extra good for plow handles, single trees, 
rope, leather goods, plow repairs, light implements, 
and hose. 


Steel goods prices are stiffening up, this being 
reflected in more than usual and larger than usual 
orders for this merchandise. There has been quite 
an increase in the number of car and pool car ship- 
ments of nails, barb wire, fencing, roofing, and all 
these heavy items, and from the number of inquiries 
it seems evident that the demand will continue good, 
at least for the immediate future. The fact that 
good merchants are willing to contract for these 
goods in such volume is certainly ample evidence of 
their faith in business during the next several 
months, and the opinion of these merchants is pretty 
likely to be an accurate barometer of condit‘ons. 

Holiday goods were practically cleaned out all 
over the territory. Merchants report a very grati- 
fying Christmas trade, which will no doubt help 
business on these lines this year, at least as far as 
opening orders are concerned. Part of the volume 
done may be attributed to the fact that the weather 
was so good, but it is also mighty clear evidence of 
the fact that conditions generally are much better 
than they were a year ago. Bicycles sold especially 
well, as did other wheel goods items. Electric ap- 
pliances were in great demand. Generally, jobbers’ 
stocks were pretty well up to snuff, and cut-outs 
were kept at a minimum until the very last of the 
holiday season. 

Prospects for the immediate future are good, 
better than there were this time last year. At this 
time then we were on a downward trend; now we 
are headed upward, and the situation looks much 
brighter. Farmers in the Memphis territory have 
fared well, and while there is some uncertainty as 
to what the government will do for them this year, 
the general trend of thought is along decidedly op- 
timistic lines. Hardware dealers who wound up 
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their fiscal year on December 31st found that they 
had a profitable year, or most of them did. Jobbers 
are doing much better than they had any right to 
expect they would. With all these conditions pre- 
vailing, 1940 looks as if it might turn out to be a 
thoroughly satisfactory year. 


New Orleans Market 


ppare the latter part of December and early 
January, we had ample rain and cooler weather, 
which was quite stimulating to business and was 
most welcome by everyone, as for over two months 
unusually dry and warm weather had prevailed. 
Most all reports show a very nice increase in sales 
for December; and if the last half of January reports 
are as favorable as the first two weeks, the volume 
enjoyed will be in excess of any January in eleven 
years. 

Dealers’ inventories of holidays goods are report- 
ed very low, as the demand was good and retailers 


- were enabled to sell out entirely most of the very 


staple lines. The increase in the price of numbers 
of holiday items will be sufficient to carry them to 
next season. 

Prospects at this time are most favorable for 
substantial sales in the first quarter, at least, of 
1940. Dealers’ stocks are in good shape to receive 
the many orders booked for early shipments, which 
are being made now in good volume by jobbers. It 
is gratifying to note that not only the average order 
is more substantial, but better quality goods are be- 
ing specified, which are more profitable, both to 
the dealer and its distributor. The principal volume 
lines being shipped at this time are agricultural im- 
plements, leather goods, lawn mowers and screen 
cloth. 

We have in our trade territory one very discour- 
aging outlook to face us at the beginning of the year. 
Sugar, our major crop, seems doomed again under 
orders from Washington to face another drastic cur- 
tailment in production and the plowing up of 50,000 
acres of growing cane. In the interest of foreign 
countries our, and other states’, sugar production 
is cut far below the possible production, yet this is 
the only major farm crop in America of which we 
do not have a domestic surplus. 

Last September, after the European war started, 
our government encouraged an increase in sugar pro- 
duction by removing the restrictions governing do- 
mestic production. Now, after the planters have in- 
curred considerable expense in planting an increas- 
ed acreage, the wise men in Washington have re- 
versed their position and now say we must cut our 
acreage again. This is principally in the interest of 
Cuba, which is given a quota of two million tons of 
cane sugar for our domestic consumption, while the 
combined quota of the cane-producing states (Louis- 
iana and Florida) is less. than a half million tons, 
and the quota for the twenty-one sugar producing 
states, beet and cane, is only approximate'y 30% of do- 
mestic consumption. 
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STEARNS 


Model 181-ST 
$6950 


Solid Rubber Tires 


Model 421-ST 


POWER LAWN MOWERS. °87°° 


Solid Rubber Tires 


Exceptional Sales Record 


It would be difficult to find a better record of 
consistent sales growth than that of Stearns 
Power Lawn Mowers. These simple, practical 
units have brought greatly increased profits to 
many hardware retailers everywhere. Don't 
let this year pass without getting your share 
of Stearns sales and profits. 


8 Wheel-Drive and 4 Roll-Drive Models 
Reasonably Priced Starting at $69.50 


These dependable items were designed and built for 
distribution through the hardware trade. They are sim- Model 22-H A 
ple and easy to start and operate. Entirely free from : A 
tricky or complicated mechanism—and they are sup- 
ported by national advertising in leading home 
magazines. 


Model 318-ST 
$9450 


Solid Rubber Tires 


All models have Briggs & Stratton engines and solid 
rubber tires on drive wheels, drive rollers and casters. 
At moderate extra cost, wheel-drive models can be 
supplied with Goodyear pneumatic tires. Representa- 
tive models and prices are shown here. 


Write Us for Catalog No. S2 


E. C. STEARNS & CO. 
SYRACUSE Estab. 1864 NEW YORK 


(This Advertisement Is Just As True 
In 1940 As It Was In 1939) 


8 MESH SIZES 


12" to 48" WIDTHS 
IN EVEN INCH WIDTHS 


100 FT. ROLLS 


STANDARD 
AND HEAVY 


STANDARD 
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ONE QUALITY 


-—-only the best, and that 
is assured by the Cort- 
land Label. Made from 
Open Hearth Copper 
Bearing Steel which RE- 
SISTS RUST. 

Heavily galvanized by 
our own special process. 
This means Long, Hard 
Wear —and a Pleasing 
Finish. Black metal strap 
holds roll firmly. EASY 
TO HANDLE. EASY 
TO DISPLAY. 


WICKWIRE BROTHERS. INC. 
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One of the arguments used by our government is 
that under the reciprocal trade agreement Cuba buys 
large quantities of American goods. Let’s compare 
the purchases of Cuban sugar mills to those of just 
one of our states. Cuba has 160 sugar mills and the 
total purchases by these mills of machinery in the 
United States during 1987-38 was $888,000; while 
Louisiana, with only 70 mills, purchased $6,946,538 
from our manufacturers. In addition to the heavy 
purchases of machinery by this state, which increas- 
ed employment in the North and East, we gave em- 
ployment to many thousands of men in the mills and 
on the plantations which added greatly to the pur- 
chasing power of this section. 

We have a large surplus of the three major crops, 
wheat, corn and cotton. In several of the states 
where these crops are produced, beet and cane sugar 
can be grown successfully and economically and our 
entire domestic consumption of sugar can be pro- 
duced in the United States, which would materially 
increase employment and partially take out of pro- 
duction the surplus crops. 

Prospects for our strawberry crop are now favor- 
able. In early December on account of very warm 
and dry weather, the outlook was discouraging. Now 
that we have had ample rainfall and cold weather 
we may enjoy a good crop. Three of the Southeast 
parishes ship each season from 2500 to 6000 cars of 
berries, which puts a lot of money in circulation 
during April and May. 

Prices generally are very firm, with slight ad- 
vances announced by manufacturers on quite a num- 
ber of small items. The factories have been very 
reasonable in their quotations since the substantial 
upturn in business last fall, and seem to realize that 
consumer demand will balk at price increases that 
are not fully justified. We can, no doubt, look for- 
ward to a gradual increase in most lines if the pres- 
ent upturn in business continues. 

The season now ending on the sale of ammuni- 
tion and guns is reported as the most favorable for 
several years past. Stocks are low, so distributors 
should enjoy very favorable bookings when the 1940 
program is announced by the manufacturers. No 
doubt, at this time the principal factories are quite 
busy with other than sporting arms and ammunition. 


Dallas Market Review 


| pen on grants for flood control, road construc- 
tion, forest conservation and other projects were 
liberal in Texas during the past year and contribut- 
ed considerably to business in the Dallas market 
area. 


Not only have supplies been bought for the pro- 
jects, but the increased payrolls enabled many peo- 
ple to buy hardware and farm supply needs. It is 
noticeable that many farmers have supplemented 
farming with W. P. A. work: adding to their farm in- 
come an appreciable amount. The money thus received, 
above that needed for necessities, has gone into home 
and farm improvements. 
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Improved prices in livestock and numerous farm 
products have helped the farmers of the North Tex- 
as area, resulting in increased business to hardware 
distributors and dealers. With the exception of 
hogs, all livestock prices have increased during re- 
cent months; and prices of farm produce, dairy pro- 
ducts, etc.. have been such as to allow a reasonable 
profit to producers. 

There have been some slight reductions in com- 
modity prices in recent weeks, but most growers and 
producers realized good prices for their products. 

Oil production throughout 1939 remained at a 
consistently high level and brought a steady income 
to counties over most of the state, thus benefiting 
all major market centers in Texas. 

1940 started out actively, with a large number of 
drilling permits issued during January. It appears 
that there will be extensions of existing fields, as 
well as “wildcat” drilling in new areas. Although 
the proration plan sets a limit of allowable produc- 
tion at oil wells, there is still considerable activity 
in locating new wells. Dallas benefits from several 
fields in North and East Texas, distributing oil field 
equipment and other supplies, including hardware, 
to the producing sections. 

At the close of business December 31, Dallas 
banks set a new record in deposits, indicating that 
money is plentiful in this section. To be exact, de- 
posits in the Dallas banks showed an increase of 
nearly $138,000,000 over the 1929 figures, setting an 
all-time high mark. By comparison, resources of the 
banks were more than $125,000,000 ahead of those 
at the end of 1929. 

Bankers pointed out that the exceptionally fine 
business enjoyed by most all industries in the city 
during the 1939 fall and Christmas season was re- 
flected in the totals, bringing them not only ahead of 
other years but of the October, 1939, figures, as well. 

Hardware distributors report that January: got 
off to a splendid start, carrying the momentum of 
business gains made during the latter part of 1939. 

The New Year started out briskly in the building 
trade. On January 1 there were 547 buildings, in- 
cluding 628 units, under construction in Dallas. Of 
these, 513 were single-family dwellings, being locat- 
ed in all residence parts of the city. 

From this splendid start, it appears that builders’ 
hardware will continue active. Many homes are of 
most modern type, utilizing the newest in equipment, 
much of which is distributed through the hardware 
trade. Builders’ hardware of a good quality is be- 
ing used. 

The most active merchandise this month (Jan- 
uary) is that which will be used in the spring, fill- 
ing orders on previous bookings. This includes 
poultry netting, screen wire, screen doors, steel 
goods of all types—hoes, rakes, forks, etc.—lawn 
mowers, garden hose, etc. 

Bookings on these items for delivery after the 
first of the year were heavier than usual, due no 


doubt to the expectation of price advances and scar-. 


city of merchandise. Although anticipated price 
rises did not materialize, jobbers report practically 
no cancellation of orders given last fall, 
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IM LOOKING FOR A 
NEW (TEM THAT 
WILL INCREASE MY 
PROFITS THIS YEAR 


THATS EASY...TRY 
WALLRITE / 


BBB EIT MADE ME REAL 
RAILROAD PICK MONEY LAST YEAR 


NO. 5 
STANDARD CLAY OR 


UIK WERK Tools are 
manufactured under 


strict metallurgical con- 
trol. The completeness : YES a a Vir. Dealer, 
of our manufacturing 


processes provide tools ‘ you, too, can make real 
with safer striking faces, money out of this most 


superior cutting quali- 


ties and longer life. The PROFITABLE ITEM 


striking faces and cut- 


There’s no trick in selling Wallrite because the 


ting edges are made to ‘ market is already there, waiting to be supplied. 
separate hardness speci- E ete is ah oe it is ee a heavy 
: E quality paper which keeps out cold and dampness 
fications and may be re- : in the winter, dust and heat in the summer. It’s 
ground without subse- E more economical than ordinary wallpaper because 
h 3 Iti = it requires no canvas and anyone can apply it. 
quent heat treating. It Is : Ask your Jobber about Wallrite or write Fleming 
for these reasons that : & Sons, Inc., Dallas, Texas. 
Quikwerk Tools build i 
satisfied customers : Many ; Senate 
everywhere. ? | Beautiful — proof 
Designs colors 
Distributed in the South by ‘ . 
Sheffield Clark & Company z 
Nashville, Tennessee : Easy Easy 
5 to to 
Display 


WARREN 


TOOL CORP. 


WARREN, OHIO 


TE 


° Manufactured Exclusively by FLEMING & SONS, INC., DALLAS, TEXAS 


Fd 


F:4 
Pd 


1O e — NEWase IMPROVED PRODUCTS 
hot hd) OF INTEREST TO THE TRADE 


New Line of Bathroom and rack, and shelf brackets. All the fix- 
Kitchen Accessories ... tures have the same simple, modern de- 
sign as those in the popular cadmium- 
plated 2200 Line. Spraying with a spe- 
cially durable white enamel and baking 
in controlled temperature ovens make 
the finish of the new Autoyre line un- 
usually wear-resistant, it is said. Cata- 
logs and display boards with fixtures 
mounted are available on both the 2300 
and the 2200 lines. 


A complete new line of bathroom and 
kitchen accessories, finished in sprayed, 
baked white enamel, is announced by 
The Autoyre Company of Oakville, 


Improved Grass Edger 


Two new attachments for the Planet 
Jr. grass edger have just been added 
by its manufacturers, S. L. Allen & Co., 
Inc., of Philadelphia. 

These improvements consist of a steel 
step for applying foot pressure when 
the ground is hard, and a steel clean- 
ing finger which lifts out the grass and 
Conn. This new Autoyre 2300 line in- dirt. 7 : ye 
cludes a wall soap dish (illustrated), The sharpened cutting disc remains 
tub soap dish, faucet soap dish, com- unchanged, as does the sturdy ash han- 

ete a spit e ae dle, so that the new No. 3 Planet Jr. 
bination tumbler and tooth brush hold- edger can either be bought complete, or 
er, toilet tissue holder, 18-inch towel the new attachments can be added to 
bar, 24-inch towel bar, 38-arm towel the regular No. 2 model. 


PM MM 


How's Deon 


ROPE BUSINESS? 


Wall Walk-laid Manila Rope is ‘‘pre-sold” rope 
because it is favorably and nationally known and 
advertised from coast to coast. 


The Wall line is complete. Mill supply, factory, 
hardware, contractors, agricultural, marine, drilling, 
and transmission. A wide variety of sizes and types 
but only one standard . .. the highest. 


Wall distributors and dealers have the big advan- 
tage that lies in one source of supply... . with no 
divided responsibility. 


WALL ROPE WORKS, Inc. 


48 South St., New York City Factory: Beverly, N.J. 
Branch Offices 425 Decatur St., New Orleans, La. 
83 So. Charles St., Baltimore, Md. 217 East Archer St., Tulsa, Okla. 
123 So. Broad St., Phila., Pa. 2000 Nance St., Houston, Texas. 


57 Commercial EI, Norfolk, Va. "439 Wy. 14th Place, Chicago, I 
1068 Russ Bldg., San Francisco, ee Berger Bidg., Pittsburgh, 
Cal. a. 


DONGEST“ROPEWALK.LN-THE-WORLD 


TMU 


PM 


S. L, Allen & Co., Inc., will send upon 
request a catalog showing this grass 
edger as well as their other Planet Jr. 
tools. Address The S. L. Allen & Co., 
Inc., 3461 N. 5th Street, Philadelphia, 
Pa. 


Adjustable Fishing Rod Grip 


Gephart Manufacturing Co., 228 W. 
Illinois St., Chicago, have announced 
a new adjustable Nu-Grip line of fish- 
ing rods, featuring a handle or grip 


which by simple loosening or tighten- 
ing on the set-screw can be turned from 
side to side until that position is found 
which best suits the individual’s hand. 
An important improvement in fishing 
rod construction, Nu-Grip fits any in- 
dividual hand comfortably and nat- 
urally for either right or left hand 
casting. 

Headlined by NuGrip models, a 
complete assortment of Gep-Rods with 
many new features for 1940 are an- 
nounced in an attractive new catalog 
recently issued by the manufacturer. 
This 32-page catalog will be sent free 
upon request. 


Aluminum Coffee Maker 


An unbreakable vacuum-type coffee 
maker in all-aluminum has been an- 
nounced by the Aluminum Goods Mfg. 
Co., Manitowoc, Wisconsin. 

This comes without the heat unit 
usually sold with glass models; can be 
used on gas or electric range. 
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It makes eight 5144 oz. cups of cof- 
fee. Wide mouth on lower bowl makes 
it easy to clean. Other features in- 
dude: Heat-proof bakelite handle; sim- 
ple patented snap-in double filter; over- 
size seal holds vacuum for faster fil- 
tering. 

This new item igs being introduced to 
retail at $1.95 (slightly higher in ex- 
treme south and west) during the 
Mirro spring promotion. Other items 
to be featured during the campaign 
are a series of covered pots, 5-in-1 com- 
bination pans, 3-egg poacher, angel food 
cake pan and new Gothic ring mold. 


New Stanley Display Unit 


A new display unit for Stanley screw 
drivers, a cardboard box lithographed 
in four colors, holds four fast moving 
drivers in three popular sizes. The 
drivers are priced from 10c to 50c. 


The unit takes up little room on a 
counter and has space for size and sell- 
ing price of each number. It presents 
a striking appearance by virtue of its 
eolor and design. 

Two dozen drivers are offered in the 
unit. The merchandiser is free. 

Stanley also announces a new cata- 
log on the complete line of Stanley, De- 
fiance and Stanley-Atha Tools, which 
is now available for hardware dealers. 

The Catalog is of a large size 8% x 
105 inches and contains 254 pages in 
color. The first eight pages are devot- 
ed to Stanley display units which have 
been proved by sales tests to be counter 
merchandisers with buy-appeal. 

All items are indexed both alphabeti- 
cally and numerically. A departure 
from the format of other Stanley cata- 
logs is the inclusion of the complete line 
of Defiance tools for farm and home 
use. A copy of this catalog will be 


= 
= 
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sent free upon request to Stanley Tools, 
New Britain, Conn. 


Restyled Marathon Mower 


Modern streamlining and silent oper- 
ation are the outstanding features of 
the 1940 Marathon lawn mower, made 
hy the F. & N. Lawn Mower Company 
of Richmond, Indiana. 

This mower will be approved for its 
lightness and ease of operation (it 
weighs but 40 pounds). Wheels and 
reel spiders are of the disk type, and 
with a shrub rod in tear-drop style. 
Practically all parts, except the cutting 
knives are zinc alloy die castings. The 
wheels are equipped with oversize tires 
having a “full power’ tread which is 
also a feature of the rubber tread on 
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the roller. Handle is chromium plated 
tubular steel, push bar being fitted with 
rubber grips. Hub caps are chromium 
plated stampings of the snap-on type. 
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RICES may go up or down... 
. styles in door hardware change. Yet steadfast 


made.. 


improvements may be 


through all these changes is one familiar quality which 
keeps and holds the ground progress gains. It is the com- 
plete dependability of Richards-Wilcox service. 

That is why buyers of door hardware know that when 
Richards-Wilcox brings out something new it will last... 
be really useful and worthwhile. They know it will be backed 
to the limit by Richards-Wilcox dependable service. 


Richards-Wilcox has a great modern plant, skilled work- 


men, experienced management. 


No matter what your door- 


way problem, Richards-Wilcox can solve it quickly, efficiently 
and economically. Sixty years of distinctive doorway service 
is always at your service. 


Branches: 


Indianapolis 
Los Angeles 


San Francisco 


“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, U. S. A. 


New York Chicago Boston Philadelphia Cleveland Cincinnati Washington, D. Cc. 
St. Louis New Orleans 
Omaha 
Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 


Kansas City 
Pittsburgh 


Minneapolis 
Atlanta 


Des Moines 
Seattle Detroit 
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Quality 
BOLTS 


NUTS 
RIVETS 
SCREWS - 


{oes BC 


CLARK 


They must have 
given satisfac- 
tion or they 
would not have 
been in demand 
for 86 years. 


Giank BrosRout (b 


MILLDALE CONN. 
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Four-Cycle Outboard Motor 


The Lauson Company, New Holstein, 
a new 
motors, 


Wis., has announced 
ment in outboard 


develop- 
presenting 


ucsnneceeruoreeneagneennnn 


ved eeeanoyevnenovecesutecencsceeevevrncecnentyvuecedecgeuoneeeneeeeeguasanaisQeceeenn acted 


for the first time a four-cycle air-cooled 
outboard engine. 

The Sport King, as this new model 
is called, features an automotive type 
earburetor and high tension magneto 
which contributes to unusually fast 
starting in any weather, it is said. 
Four-cyecle construction with fewer 
power strokes provides cooler running. 
No water pump is necessary. Engine 
is housed in streamline fully enclosed 
hood. Crankshaft is ball bearing 
mounted, runs 10 hours on one gallon 
of pure gasoline, no oil to mix with 
gas. Semi-weedless propellor drive. 


Weight approximately 45 pounds. 
Speeds, 1 to 7 mphr. 
Further information will be sent 


upon request to the manufacturer. 


Improved Filler Cans 


The 1940 Eagle Flexo-Spout filler 
cans for boats, made by Eagle Manu- 
facturing Co., Wellsburg, W. Va., have 
two improvements that will make life 
easier for the boating enthusiast. 


An oil 
the can when not in use, provides a 


measure, neatly fitting into 


convenient, handy gauge for insuring 
the proper proportion of lubricating 
oil in fuel mixtures. The measure is 
graduated in degrees of %4 and % 
pints, thus being adaptable to all types 
of marine motors in which lubricating 
oil is mixed with gasoline. 

Since it fits inside the cap, it is al- 
ways clean. Once assembled the meas- 
ure is an integral part of the filler cap. 

A new 150 mesh brass wire screen 
= gives sure protection against any dirt 
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New standard handles 
on all models. Heavily 
plated and polished. 


Perfect finger rest. 
Long-life, machine 
made uniform alloy 
steel wheels. 


Oversize hard bronze 
axle, smooth opera- 
tion. Pregreased. 
Rustproof. 


LANDON P. SMITH, INC. 
IRVINGTON, N. J. 


New VISIBLE DISPLAY! 


GLASS CUTTERS + GLAZIERS POINTS + GLASS PLIERS 
PUTTY KNIVES + WOOD SCRAPERS + PAINT CONDITIONERS 
FLOOR SANDING MACHINES + ELECTRIC FENCERS 


CRU ee 


or sediment that 
get into the can. 


Both of these improvements are so 
designed that they may be easily and 
quickly attached to earlier mode] filler 
cans. 


might accidentally 


“Even-Temp” Heat Distributor 


A. ©. Schillinger and Sons, 5300 W. 
Fifth St., Tulsa, Okla., have announc- 
ed a new product known as “Even- 
Temp,” designed to provide an econom- 
ical method of space heating. ‘Even- 
Temp” is placed over any gas flame, 
and, according to its manufacturer, 
begins instantly to circulate heated 
air. It uses the “cyclone” principle of 
air distribution—“the sudden meeting 
of cold and warm air creating a dis- 
turbance which immediately scatters 
the mixed airs to the farthest corners 
of the room,”: it is claimed. 

It is recommended for use over th 
kitchen range or on any open-flame 
stove and thus serves as a space heat- 


A 
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HOT AIR 
CIRCULATOR 
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seomeseetes 


YOU WILL SELL 
MORE casters 


with this 


Bassick 


DISPLAY 


ck, complete is 
Beles. is furnished - free 


slete information. 


THE BASSICK COMPANY 
Bridgeport 


t Canadtin Tactoiy 
STEWART - WARNER ALEMITE CORP. 
OF CANADA, LED.. BELLEVILLE, ONTARIO 


Connecticut 
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= er. It can also be used as a clothes 


TCC Pm 


dryer or hair dryer, and is said to | 

ideal for bathroom, garage, workshop, 
office, store, etc. For further infor 
mation write the manufacturer, 


New Steel Ranges 


The Washington Plymouth steel rang- 
es, No. 11 and No. 12, are two new 
coal-wood burning units that are being 
ushered in with the new year by Gray 
& Dudley Co., Nashville, Tennessee. 

These low-priced ranges offer the fol- 
lowing features: a three key plate 
cooking top, full sized 16x18x12-inch 
oven, tri-sectional porcupine, ventilated 
fireback, and new streamline design 
throughout. A buffet shelf or warming 


closet are standard equipment. A built- 
in drawer at the base can be furnished 
at slight extra cost. Full porcelain, 
semi-porcelain, or plain finishes are 
available. 

No. 11, Washington Plymouth steel 
balanced range: Finished in an all 
white porcelain enamel; equipped with 
duplex grates for soft coal or wood, and 
either an L water front, straight wa- 
ter front, or copper pipe water coil. 

‘he cooking top has three sectional key 
plates, one sectional reducing cover, one 
non-burn cover, and a new type reser- 
voir cover. A choice is given of two, 
four, or six 8-inch covers. Also avail- 
able with a warming closet, built-in 
drawer at the base, and a semi-enamel 
or plain finish. 

No. 12, Washington Plymouth square 
steel range: Finished in full white 
porcelain enamel with ebony trim. Con- 
structed of copper-bearing, rust-resist- 
ing steel; over size flues for uniform 
oven heating; duplex grates for coal 
or wood; straight waterfront or copper 
pipe water coil. The cooking top is 
regularly furnished with two 8-inch 
burners and two French plates; or six 
8-inch covers; and a non-burn cover 
and sectional reducing cover. Choice 
between a warming closet or the buf- 
fet shelf. 


“How to Sharpen” 


Behr-Manning Corporation, makers 
of sharpening stones and abrasives, 
Troy, N. Y., have announced the 19th 
revised edition of their booklet entitled 
“How to Sharpen.” This booklet cov- 
ers the selection, use and care of 
sharpening stones in a comprehensive 
manner and gives many definite sug- 
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Two million messages every month 
in the leading national and southern 
outdoor magazines .. . telling your 
prospects just what you yourself 
would like to tell them about 
Richardson Rods . . . inviting them 
into your store to SEE THE RODS 
with the “SIGN OF THE FISH” 
TAGS . . . to get a look at those 
superior Richardson features that 
make fishing an even greater delight 
... that’s the kind of salesmanship 
you'll find in Richardson advertising 

.and it’s responsible for 
Richardson advertising going over 
in a big way! 


Thousands of these rods are being 
sold through dealers all over the 


country because fishermen know 
about their sturdy lightweight 
construction — their “just right” 
flexibility and balance which make 
fishing a lot more fun. 


» 
A TARDSON 


Daiveead Lae SON 


Her 
4 ae Be 


More Fun For Y our Customers 
—More Money For You! 


Capitalize on the demand for Richardson 
Rods. Plan to feature a different 
Richardson Rod in your store each month. 
Tie into the idea now being sold in 
Richardson National Advertising that Good 
Fishermen need more than one rod . « 
they need a rod for every kind of fishing 
they plan to do. Point out that there is 
a Richardson Rod for every type of fresh 
water fishing . . . each designed and built 
for years of top performance and durability 
by skilled fishermen. 


If you do not already have the colorful 
1940 catalog, write for it today to the 


RICHARDSON ROD & REEL CO. 


3156 N. Sawyer Ave. @ Chicago, lil. 
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The MODERN 
Quick Way To 
S$r11 BINDING 
AND EDGING 


No-ART 


TRADE MARK RAQITERED US PATENT OFMICE 


Rolled Bindings, Edgings 
for Linoleums, Matting, etc 


Each Roll 

in Patented 
Exclusive 

Dispensing 
Carton 


PATENTED 
FEB. 13, 1934 
No. 1947351 


Here’s the modern, quick, profitable way to 
handle binding and edging—from our exclu- 
sive, patented dispensing carton. In two min- 
utes your clerks can measure out, cut off and 
hand customer any desired length. No lost 
clerk time. No lost strip due to kinkage. .Nu- 
Art has extra bright finish: rolled and packed 
to lay flat and straight when installed. Wall 
or counter rack furnished free. 


STRIP CAN BE ROLLED BACK 
WITHOUT OPENING CARTON 


Roll strip in or out of carton, show 
customers various styles, remove 
pins (in separate envelope 
for each yard) without 
opening carton. 


You pay no premium 
for the extra quality 
you get in Nu-ART, 
or this exclusive, pat- 
ented carton. More 
than 20,000 dealers 
sell binding and edg- 
ing ~ this modern, 


Stainless Steel—Aluminum 
Brass—dZinc 


ALL WIDTHS -- ALL GAUGES 
PLACE YOUR ORDER NOW 


MOULDING & TRIM 
BINDINGS, EDGINGS, NOSINGS 


FOR SINKS, BATH. ROOMS, 
WALLS, COUNTERS, TABLES, 
DESKS, FLOORS 


—FREE— 


Write for details and complete catalog 
of this profit-making line. We also furn- 
ish sales-making suggestions that will 
make you money. 


MACKLANBURG-DUNCAN CO. 


OKLAHOMA CITY, OKLA. 


quick, way. 


Te 
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gestions regarding the sharpening of 
edged tools in general. 

Teachers and students of industrial 
arts, mechanics, skilled craftsmen and 
hardware salesmen find this book in- 
formative and helpful. It contains 48 
pages and is fully illustrated. A copy 
will be sent free upon request to the 
manufacturer. 


Compact New Oil Range 


An unusually compact new Perfection 
oil range is available with an attached 
fuel reservoir of a new “roll-out” type 
or with a constant level valve, for con- 


nection to an outside fuel storage tank, 
according to an announcement by Per- 
fection Stove Company, Cleveland, 
Ohio. 

Compactness is achieved by mount- 
ing the fuel reservoir in the center of 
the range instead of at the end of the 
cooking top, and the range without the 
attached fuel reservoir has the constant 
level valve mounted in the same po- 
sition. 

The tive high-power burners are 
completely enclosed. The finish is pure 
white and black enamel. The oven has 
porcelain enameled linings and is 
equipped with a heat indicator. 

The new range with attached fuel 
reservoir is known as Model R-889. 
Without the fuel reservoir but with a 
constant level valve, it is known as 
Model R-8890. 

The new “roll-out” reservoir can be 
handled entirely by means of its carry- 
ing bail. 


New Pexto “Shear-Isle” 


Designed to display Pexto complete 
pruning, lopping, grass and hedge shear 
line in the most effective possible man- 
Peck, Stow & Wilcox 


ner, this latest 


February, 1940 


Stock the rods 
all fishermen 
want and 
you'll get 

the business! — ~~ - 


PREMAX 
Solid steel RODS 


are a ‘must have" this year 


Here is just one of the business-getting 
line of Premax Solid Steel Rods for 
1940. The formed steel offset handle 
with live rubber grip, shaped to fit the 
hand, will be an immediate hit, The 
graduated steel blades, with agatine 
guides and tip-top, are built with care 
and precision. Available in 4 foot and 
4% foot lengths. 


Ask your 


Jobber 


ahout the 
Premax Line today. Bulletin 8, 
showing the complete line, will 
be sent by return mail on request. 


PEMmax, roducls 


4008 Highland Ave. 


Niagara Falls, N. Y. 


offering is said to match in quality the 
finest standard store equipment and is 
so proportioned that it may be used on 
Standard counter tables or as an ef- 
fective central window display. 


Base is of heavy plywood covered 
with high quality blue washable grained 
fabrikoid and trimmed with stainless 
steel. Top bar is of heavy gauge steel 
rod, nickel plated and equipped with 
holders for shears and attractive 3- 
color display-card. Clasps on the base 
board, together with holders on top bar 
and racks, assure always-correct dis- 
play of fastest-selling items needed by 
gardeners, home owners, nurserymen, 
farmers, ete. in every community. 


As in the case of Tool Island, Pexto’s 
new Shear-Isle features a new, com- 
plete, carefully balanced and individu- 
ally-retail-price-tagged shear line, said 
to offer outstanding values in various 
styles and qualities appealing to every 
store-visitor, 


“Colors of the Hour” 


“Colors of the Hour” is the title of a 
vivid new booklet now available from 
the Martin-Senour Company, 2520 
Quarry Street, Chicago, Il., for dis- 
tribution to customers. 


This booklet is unusual in that it por- 
trays strikingly the usage of color in 
a number of interiors and house ex- 
teriors, through the medium of actual 
color photography. A beautiful booklet 
which should be interesting to every 
home-maker,. “Colors of the Hour” has 
another unusual feature in that it pic- 
tures identical houses with exteriors 
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EXHIBITORS 


SOUTHERN HARDWARE a9 


king Mere 


DAY + FAT 


The most important event on the sales 
horizon for 1940, for every hardware merchant 
interested in new customers and new profits for Spring. 


In this huge market you cangido all your buying in just a few days, under one roof, making 
your selections from the country's leading lines of Gift and Artwares, as well as the 
newest offerings in Housewares. DON'T MISS THIS OPPORTUNITY TO PREPARE FOR 
BIG SPRING SALES. 


This will be by far the largest Spring Show of the kind ever staged in the Southwest 
FRED SANDS—Director of Exhibits . . . . .'. . . . 541-42 Dierks Bldg., Kansas City, Mo. 


UNITED STOVE CO, seer | | 


GREATEST IMPROVEMENT IN FISHING 
ROD CONSTRUCTION IN OVER 25 YEARS 


Simply by loosening and tightening a set-secrew—ADJUSTABLE 
NU-GRIP can be turned from side to side to the exact position 
where it fits any individual naturally and comfortably, irrespec- 
tive of big or small hand, long or stubby fingers, right or left 
hand casting. Get with GEP in 1940 and enjoy another profit- 
able fishing rod year. Send today for new 32-page catalog—see 
your jobber at once about the initial stock you should carry. 


SEND FOR NEW CATALOG 


GEPHART MFG. CO., 234 W. Illinois St., Chicago | 
Please send me your new catalog and complete 


CEPA 
details about ADJUSTABLE NU-GRIP and the I il 
entire GEP LINE. 
RO 


D, 
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[NSTAL a Frigidette display in 
your own shop window and 
watch U. S. home-makers beat a 
path to your door. It’s today’s 
most captivating home appliance 
— acclaimed by leading home 
economists through our national 
home magazines — priced to sell 
fast and at a profit right off your 
own counters. Available in 2-, 4-, 
and 6-qt. sizes with a brand new 
promotional model for lower in- 
come groups. The Frigidette Elec- 
tric and Triple-action models were 
sensations in 1939. All are liber- 
ally guaranteed, with promotional 
and display material furnished on 
request. 


© Ask your jobber salesman for full 
facts on these and other models 
in the complete Conco line. 
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done in different color combinations, 
thus emphasizing various effects and 
how completely a house can be trans- 
formed through the use of color. 

This is said to be the first natural 
color booklet for consumer distribution 
to be produced in the paint industry. 


1940 Model Coffee Brewer 


The 1940 Royal model Cory glas 
eoffee brewer, 7-8 cup capacity, in- 
cludes several new features which add 
to its beauty and utility. 


A new bakelite ivory-tone handle 
provides a firmer grip. Decanter cover 
of polished chromium matches the clasp 
and sets off the other appointments. 
Capacity of both upper and lower bowls 
has been slightly increased. The two- 
heat electrical unit is streamlined to 
conform to the flowing lines of the 
brewer. 

With this and other models complete 
de luxe fittings at no extra cost will 
be supplied. These include: decanter 
cover, dual purpose stand and cover for 
upper glass, measuring cup. Descrip- 
tive literature will be sent upon re- 
quest to Glass Coffee Brewer Corp., 
Chicago, Il. 


Disston’s “Open House” Special 


During last year’s National Hard- 
ware Week, the success of Disston’s 
special hand saw, and the trade’s ac- 
claim, prompted an encore. This year, 


_the saw is a bigger, better value at 


$2.39 retail 


The Disston ‘“Nineteen-Forty” Spe- 


OussTan _— 
Ef Bota hy AMETEEN™ So ary Deri 
a Genii write . 


cial is a popular 26-inch saw, with 
weatherproof finish on its cherry wood 
handle. Straight back, lightweight, 8 
point blade has full taper grinding. 
Five large nickel-plated screws secure 
the handle to the blade. 

Saws are individually packed in 
metal-edge boxes, three in a carton. 


MIU 
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' Balance, Temper, Steel, 
Straight Eye—all are fea- 
tures that make Collins 
Axes ‘sales leaders.” Cus- 
tomers like Collins Axes 
because “they cut longer 
between sharpenings”— 
you will like the way they 
increase profits. 

The Collins line offers 
you a complete selection of 
axes, mattocks, small axes, 
hatchets, bush hooks, hoes 
—each a dependable tool. 

Order from your jobber 
to-day; if he can’t supply 
you, write us. The Collins 
Co., Collinsville, Conn. 


Southern Representative: 


A. H. DEVENEY & CO. 
332 Peachtree 
Arcade Bldg. 
Atlanta, Ga. 


For 114 years 
this trade mark 
has been the 
guide to the 
* best in aves. 


Jersey 


Southern Kentucky 
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One of the boxes includes an easel back 
and bright display ecard printed in the 
red and blue of National Hardware 
Open House. Cellophane covers the 
saw and card to protect them while on 
display in the hardware store. 
Over-counter price of three saws is 
$7.17, for which the dealer pays $4.30. 


Offset Phillips Screw Drivers 


The latest addition to the line of 
Stanley drivers for use on Phillips type 
recessed screw and bolts is a new off- 
set driver. 

This driver is designed for loosening 


or tightening Phillips screws in hard- 
to-get-at places. The driver is made of 
alloy steel and tempered. They are 
available in four sizes (point size 1, 2, 
3 and 4) which are adequate to drive 
the entire range of Phillips Screw. 
Made by Stanley Tools, New Britain, 
Conn. 


Nicholson Packaged Files 


For National Hardware Open House 
Nicholson File Company is offering a 
nationally advertised special packaged 
file set—the “T'wo-file Special.” This 
item consists of an 8-inch mill file and 
a Ginch extra slim taper file, each fit- 
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A NEW PROFIT ITEM FOR 
HARDWARE DEALERS 


VITAPANE is the versatile Glass Substitute 
you’ve been looking for. Dealers have discovered 
it’s a profitable item to stock, Sells fast— good re- 
peater. Transparent, to let in lots of light—no wax 
or grease—good insulation. 

WEATHERPROOF—SHATTERPROOF 


ADMITS 
OVER 60% 
ULTRA VIOLET 

RAYS 


“DAYLIGHT- CLEAR TRANSPARENT pousty . 


DURABLE GLASS SUBSTITUTE 


LIVE 
JOBBERS ! 


Territory still 
open. Write 
today. Giant 
sample and all 
facts by return 
mail 


TARVEY 


REINFORCED < 


CAN BE USED WHEREVER 
GLASS IS USED fe: frsefinse 
Hot and Cold Bed Frames, Storm Windows, Sun 
Porches, Doors, Skylights, and for handy re- 


placement everywhere. Comes in 50-ft. rolls, 36 
inches wide. Fully guaranteed. 


Dealers! Write Today For 
Gree Sample and Prices 


CORPORATION 


Exclusive Manufacturers of VITAPANE 


3470 N. KIMBALL AVE. 


CHICAGO, ILL. 


The Most Looked up-to Address 


In ATLANTA 


For Comfort and Convenience 


Living up to its name, the Atlanta Biltmore 
offers the finest in accommodations without 
premium—courteous and efficient service— 


Convenient 


ly located for restful sleep.. 


600 outside rooms, each with bath .. . 
convenient parking and garage accommo- 


dations ... 


ATLANTA BILTMORE 


popular prices throughout. 


RATES FROM $3 


Me ee 


wonevennenvncecacvouecenaarvessanencanianeneacvncseneteeneerneriensannaty 


all dressed up 


in a beautiful transparent 
wrapper and a_ handsome 
display container — brilliant 
in red, white and blue, 
strong in display value and 
introduced especially for 
Hardware Open House. 


I Soup BRAIDED ae 

j ‘ON 
fe CLOTHES Line 
s A clothes line priced down 
where the volume is — 


dressed up like a_ birthday 
cake and as clean. 


A CLOTHES LINE VALUE 


That Means Quick Sales, Profits and 
Customer Satisfaction. 


A solid braided cotton yarn line 
about 50% stronger and far 
more durable than lines made of 
soft coarse roving, but nearly as 
low priced. Your profit 50% on 
investment and no “gamble” 
in it. 

Send order coupon 
today — give your 
"said $ name, 


SAMSON CORDAGE WORKS 

89 BROAD STREET, BOSTON, MASS. 
Please send thru my jobber........ doz. 50’ hanks 
WHALE CLOTHES LINE @ $3.20 per doz. 

NAME 

ADDRESS 


MY JOBBER IS 
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ip, A SLACE DIAMOND VALUE 
Two? for,Nationsl Herdware OPEN HOUSE 


Got th axe ica 60 90K or ne Fh mons 
BS JORS AROUND YOUR HOME, SHOP OR GARAGE: 


FAIN 
IT PAYS 


ted with a handsome spun ferruled han- 
dle. z 

The files are cellophane-wrapped and : 
packaged in an attractive orange-col- 3 
ored container of convenient size. A : 
color display card, describing the bar- : 
gain features of this item, is provided =: 
with each set. Z 

Ordinarily a retail value of 63c, the : 
complete set is made available to re z 
tailers at 27c only. The selling price 
of 40c to the retailer’s customer allows : 
the retailer to make a iull mark-up and : 
yet offer highest quality files for 28c : 
less than their usual value. This offer = 
is made as a special for National Hard- : 
ware Open House only. FE 

National consumer advertising on the =z 
Two-file Special” will be timed to ap- 
pear just before Open House. 

Nicholson is also featuring for Na- 
tional Hardware Open House its three 
retail file units Nos. 46, 56 and 66. 
These offer the retailer a choice of 
three assortments of popular file styles 
and sizes in a colorful, permanent dis- 
play unit. 

Still a third Open House item is the 
Nicholson Company’s Handy file. Han- 
dy files are packaged twelve to a box 
and furnished with a special display 
eard. Each file is cellophane-wrapped. 


LANTERNS 


In Greatest 
Dernand 


100TH ANNIVERSARY 


R.E. DIETZ COMPANY 
1840 NEW YORK C7 1940) 


Output Distributed Through the Jobbing ¢ 
Trade Exclusively. We Do Not Sell Chain 
Stores, Catalog Houses, or Syndicate Buyers. 


MO 


Flamemaster Wick Specials 


In arranging a special feature for deals, loose roll wick and boxed wick 
participation in National Hardware + regular prices, but will include in 
Open House, the Triplewear Brake the deals three sample packages of its 
Linings Corp., Paterson, N. J., decided new Flamemaster Nev-A-Trim, an as- 
bestos ring that acts as a flame insu- 
lator, and, it is claimed, ends the wick 
trimming nuisance. Jobbers carrying 
Flamemaster Deals in stock will be 
protected by this offer. Dealers al- 
ready having purchased a deal can 
write direct for a free sample. 

As an additional Open House fea- 
ture, Triplewear is announcing its new 
Deluxe Flamemaster 2-ply asbestos 
range burner wick with “inside oil 
flow” that ends clogging from cooking 
spill-overs and excessive carbon. 

As a special inducement, in order to 
acquaint the trade with this new prod- 
uct, Triplewear is giving away free 
one 50-foot roll %-inch size with every 
purchase of 200 feet of popular sizes 


MMM 


rove 


'UFFKIN 
ALUMINUM RULES 


More durable than wood, : 
lighter than steel, they meet : 
all the requirements of the : against offering any plan that would 
man. who wikee light- : tend to de-value dealers and jobbers 


ACCOUNTS WANTED 


present stocks of its Flamemaster as- 


weight, all-metal folding rule. = bestos wick products. Therefore, Well established sales agent covering the states 
Black markings are most Triplewear will continue to offer its Lee aa ee aren paierk pager ay eda 
prominent, and are sunk into regular .400/tgm: wick ‘free dispenser seatation ‘or hardware; cleoitit’ pRImninE OF 


sporting goods lines. W. Ernest Smith, 806 


the metal for permanence, W. N. 20th Street, Oklahoma City, Okla. 


Show them. You'll sell them. 


OF HIN 


IN ST.LOUIS STAY AT 


MIU tian cassiaaalacicasaandaddaciasdasa race 


Hotel kennox 
DOWNTOWN, GOOD PARKING 
GOOD FOOD ano REAL SERVICE 


SAGINAW, MICHIGAN + New York City 
TAPES . RULES - PRECISION TOOLS 


Dev ress FEEAH 


ALL ROOMS WITH BATH—RADIO RECEPTION 
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Fastest Selling Can Openers 


Vaughan3, Gartly Rou 
DE LUXE 


Automatic 
CAN 
OPENING 
MACHINE 


(Wall Model for 
Home Use) 
You'll find quick profits in Vaughan’s Nationally Known Line 
of Can Openers. No. 330—a real leader is the finest popular 
priced STATIONARY Can Opener known. Modern, streamline 
design. Built to last a lifetime. OPENS ANY SIZE OR SHAPE 
4 OF CAN WITHOUT AND CHANGE OF 
PARTS. Quick action disc cutter. Simplest 
to operate ,.. sells itself on display. 


Suet Jn. 


TRADE MARK 


se vHARNNROUUEEGHOOCaraRHUAERATTOCEHAUOKUCE 


World’s 
Best 
Can Opener 


The only can opener that cuts 
the top out of SQUARE, round 
or oval cans with ease and 
leaves a safety rolled edge. 
Check your stock on this great seller. Over 
50,000,000 sold. The demand increases daily. 
Be sure to feature this NATIONALLY AD- 
. N VERTISED item in your fall sales. Write 
"@' for catalog and prices and look at the entire 
iss 


SS Vaughan Line. 
Vaughan 


Novelty Mfg. Ca. Inc. 


World’s Largest Manufacturer of Can Openers 
= 3211-25 Carroll Ave. Chicago, Ill, U. 8. A. 


ETM 


ee OURTEOUS SERVICE 
GENUINE HOSPITALITY 


*Luxurious SURROUNDINGS 


IN 


DAYTON 


SECOND AND 
LUDLOW STREETS 


HOTEL 


MIAMI 


¥ You'll appreciate the comfort and 
superior facilities at Dayton’s leading 
hotel - the smart and colorful Miami, 
first choice of experienced travelers. 
Spacious, tastefully furnished rooms. 
Internationally famous for its excellent 


food. . Popular Crystal Bar. FROM 2: 
V.C. MURPHY MANAGER 
ONE OF THE ALBERT PICK HOTELS 


BIGGEST MONEY MAKERS | 
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Always Sold Complete! 


| 1936 | 
Brews superb ain and tea 
BCE ey Uitouched:hy metal 


CORY 1939 Sales! 


Two reasons for CORY Growth 


A hardware jobber, late in 1939 exclaimed to a CORY repre- 
sentative: Where do all the CORYs go? Our 1939 purchases 
more than doubled 1938. Yet we’re cleaned out! How do 
you do it? Answer: by supplying and advertising a Glass 
Coffee Brewer that’s completely equipped, and brews superb 
coffee, UNTOUCHED BY METAL. 


Every CORY Coffee Brewer an 
Outstanding Value 


CORY Coffee Brewers have glamorous 
eye appeal. Beautifully st.eamlined. 
The glass is platinum decorated. You 
give BIG VALUE without cutting 
your prices or profits, b.cause every 
CORY is sold complete with de luxe 
fittings. Among them: Hinged De- 
canter Cover; Patented Funnel Hold- 
er; accurate measuring cup; 2 speedy 
filters (‘‘Fast-Flo’’ and CORY Glas; 
Rod). Every CORY Electric Unit is 
2-heat. Three sizes of CORYs fill all 
needs. Big turnover from small stock. 
WRITE today for latest catalog. 


Glass Coffee Brewer Corp. 
325 No. Wells St., Chicago, Ill. 


Ask About Special Assortments and Advertising 
for National Hardware Open House 


BLAKE & LAMB 


The steel trap which "showed its metal’ during the 
1939 trapping season will again be the outstanding 
value for 1940. Before pledging yourself to any 
brand of steel trap for the coming year—consider 
the proposition which The Hawkins Company will 
present to the hardware trade. A proposition so 
advantageous that it will enable the jobber and 
dealer to meet and beat any form of competition! 


THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 


“BOY DID THEM TRAPS SNAP FAST..--||" 


Reprinted by permission from the Farm Journal 


Must be speaking of 


VICTOR 


MOUSE and 
RAT TRAPS 


Thanks, Farm Journal Editors, for giv- 
ing us this opportunity to again point 
out that the rats and mice make the 
market for Victor Traps. Smart retail- 
ers make the sales by simply putting 
Victors out in front where customers 
will see and buy. 


ANIMAL TRAP COMPANY OF AMERICA 
LITITZ, PA. 


A 


3 


MC 


MASONS’ WOOD AND 
SAND’S-STEVENS SURFACE AND LINE 


and 100 feet with every purchase of 
400 feet. 

Being two-ply and extra thick Deluxe 
Flamemaster is sold only in 50-foot 
rolls for convenient handling. 


Seymour Smith Special 


For Hardware Open House, Seymour 
Smith & Son, Inc., manufacturers of 
pruning tools and hedge and grass 
shears, will feature their Multi-Power 
hedge shear, a new item recently an- 
nounced in SourHERN Harpware, plus 
the Snap-Cut pruner and other items 
with special merchandising displays, 
streamers, booklets and other colorful 
sales helps. Free postcards featuring 


SOUTHERN HARDWARE 
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all spring gardening equipment are 
available to the retailer for mailing to 
his own customers. 

For the jobber there is available a 
large colorful broadside for mailing to 
his trade, catalog pages on Multi-Power 
and other Seymour Smith products, en- 
velope stuffers and other advertising 
material. 

These items will be featured in 
House and Garden and farm magazines 
with a total circulation of 8,000,000. 
Many of these advertisements will fea- 
ture the statement “Hardware Open 
House, April 26 to May 4.” 


Stanley Two-Tone Planes 


Stanley Tools, New Britain, Conn., 
will offer a Two-Tone group of planes 
No. 2, packed in a display carton, for 
National Hardware Open House. 

It will consist of: 3 No. NB20 block 
planes finished in black and yellow, T5c 
values to retail for 59¢c; 2 No. NB4 


smooth planes finished blue and yellow, 
and red and ivory, $3.20 values to retail 
for $2.59; and 1 No. NB5d jack plane 
finished in maroon and yellow, a $3.70 
value to retail for $2.98. Total $9.93 
retail. 


Rotary Lawn Edge Clipper 
After extensive testing, The Union 


Fork & Hoe Company offers a new tool 
which clips the grass along the walk 
edges merely by being pushed along. 
The advantages claimed are both speed 
as the user 


and ease of operation, 


¢) 
‘ / a 
SS 
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stands erect and simply walks forward. 
The extended hub of the tool on one 
side rests on the sidewalk to insure a 
straight and uniform cut. The over- 


hanging saw-tooth blade which is made 


of tool steel, rolls like a wheel, catch- 
ing and shearing off the grass stems 
against the sharp fixed blade of high 
carbon steel. 

This lawn edge clipper is one of sev- 
en National Hardware Open House 
items which The Union Fork & Hoe 
Company is offering at special prices 
for this event. The selection consists 
of standard red, all-white, and blue 
handled tools in Red Hawk, Union, and 
Speedline brands, providing a display 
which matches the official red, white, 
and blue colors adopted for Open 
House. 


SALES REPRESENTATIVE WANTED 


Wholesale hardware house covering southern 
Virginia and northern North Carolina wants 
salesman age 25-35 to sell complete | m3 to coun- 
try retailers. State employment record, education, 
personal history. Residents of this section 


preferred. 
SOUTHERN 
Ga. 


Address Box 365, care of 
HARDWARE, Grant Bldg., Atlanta, 


— Hotel Iennox 


~ >, DOWNTOWN, GOOD PARKING, 
wf REAL FOOD AND SERVICE. 


PRIVATE BATH— 
RADIO RECEPTION 


‘ooseeennsoauenvencvovovoueonnovsecnnvseonooannnaay: 


Write for Catalog 


SAND’S LEVEL & TOOL CO. 


8631 Gratiot, Detroit, Mich. 


<= 
DESIGNED FOR TOP SALABILITY 


ALUMINUM 


SAND’S | 
LEVELS 


TELL THE TRUTH. 


ASK YOUR SUPPLIER—ABOUT 


AUTOYRE 


OAKVILLE, CONNECTICUT 


sa : i _- — 
CARPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 


“FACTORY BUILT-IN ACCURACY” 
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WORLD’ STANDARD 
FOR 48 YEARS 


BATHROOM & KITCHEN FIXTURES 
cadmium, white 
LOeHASon SUG 


Chrome, 


lines at 


WRITE FOR CATALOG INSERTS 


enamel 
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You And Y. Your Customers Need 


The DOOR 
Pui CLOSER 


} 


She Mew- Leader 
EAGLE [JNIVERSAL RULE 


The UNIVERSAL Fold- 
ing Rule is the perfect 
answer to the over- 
whelming demand for a 
medium - priced quality 


tule. This new rule is 

made with the patented 

EAGLE Strike - Plate 

No. 472M—6 Ft. Natural Maple Joints which are brass plated and 

Color rust-proof. Finest materials and 

No. 472¥Y —6 Ft. yale workmanship are combined to maka 

No. 472W—6 Ft. White this the rule that skilled mechan- 

Also in F Py Bes or with Brass ics demand. Investigate this new 
Hook. EAGLE Rule Leader! 

if your jobber cannot supply you. write us direct. Send for Catalog TODAY! 


EAGLE RULE MFG. CORP. 
518 Hunts Point Avenue New York, N.Y. 


Particularly during the winter oath: 
when closed doors mean heating economy 
and fewer drafts to bring discomfort and 
colds. Point out the advantages of good 
door control — The Name Yale Helps 
Make The Sale. 


THE YALE & TOW RE MES: co. 


STAMFORD, CONN, - - - 
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PRAYS, dips or brushes 

to a satin smooth fin- 
ish. For exterior or in- 
terior use on wood, metal 
or brick. Will not lose its 
brilliance regardless of 
how long it stands on 
shelf. % pt. to 5 gal. 


‘ovesnoueenenuueveosnocveaucaennsuesuayryengnuocevaverecven gue eveussnvapevaeyveeesnooesseangeestnvoeeesesoyvesnsngenesvanarocanennvsvenstvevposvestoendneensvoqnaeesnoraceseessonocevnnnnonnoseevnoenttsvint 


Easy to feature, quick 


eee 
Saas 
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to sell, profitable to 


: At America's Lowest Price for Such Quality’ SO eRe Me handle. Ask for cata- 

| Order from your jobber. Jobbers--write for details. THE VLOHEK TOOL C0. P 

: SHEFFIELD BRONZE POWDER & STENCIL CO. 3001 EAST 87TH STREET log Sn ake. 
SE CLEVELAND, 0410 2S CLEVELAND, OHIO, U.S.A. 
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@ Made with the highest 
quality Carnauba wax. 


@ A popular priced wax, sec- 
ond to none in quality. 


@ Three-color lithographed 
cans. 


@ Write for full information 
and prices, 


PERROW CHEMICAL CO. 


HURT, VIRGINIA 


It’s easier to soll Gardiner Solders. Users everywhere 
know the Gardiner trade mark as a sign of highest quality, umiformlly 
and economy. The famous had Repair-Ali Household Package will 
win you the cream of the big home market. Farm rs, mean 
garages and other 1, 5 and 20-pound spool buyers show a a k 
Order Gardiner "Solder 


preference for solders bearing this brand name. 
by name from your jobber. 


Uned 
10 cocoa Bomiet 
WHERE No suPERIOR IS KN 


WAX | 


& 
MPEMTORNEEY mug mont OAM. 


2 You’re ringing up dollars—not dimes—with the 


; CARTER :3sx NOZZLE 
: | 


Put a Self-Selling Carton of 6 on display— 
see how easy it empties itself. And you ring 
up dollars—a man’s size 
profit—dollars, not dimes— 
on each sale. Nothing else 
offers automatic water-say- 
ing shut-off, one hand pres- 
sure control, set nut stationary flow— 
and this year’s customers want these 
sprinkling advantages. Order Carter 
Nozzles from your jobber NOW! 


CARTER PRODUCTS CORPORATION 


7O1 Front Avenue, Cleveland, Ohio 
Southern Representatives 


W. OENTHE HAPER Gd, 307 Ge tne oe, Galles ee "2 7 of we andvik §aw & I / 
———__THE HAFER CO., 707 So. Ervay St, Dallas 8 
ALL CONTROLLED BY A ISS a Y/ aW OO 


MAND PRESSURE a; Sg is REAM. Sy 47 WARREN ST. “47 WARREN ST. CORPORA TION 11 NO. JEFFERSON ST. 
j Gas “ NEW YORK, N.Y. pee ser ter CHICAGO, ILL. 


SORTER PpODUETS Comm: 
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The Advertisers’ Index is published as a convenience, and not as a part of the advertising contract. 
Every care will be taken to index correctly. No allowance will be made for errors or failure to insert. 


A 

ASEMOLOM COs;3:0-~-4 ese oe 79 

Allen & Co., Inc., S. L. 

Aluminum Goods Mfg: Co.cokes 

Bee AIG ee ge eer rn Sa Back Cover 

American Chain & Cable Co., 
THE, Gee ee ee oe eer 57 


American Chain Division ~------ o7 
American Fork & Hoe Co. ------ 83 
American Pad & Textile Co. --.. 69 
American Turpentine Farmers 
Association Cooperative —_---- 
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RED SWIVEL 


ELECTRICALLY WELDED. 
FULLY GUARANTEED. 
EXTRA STRONG. 


EXTRA LONG WEARING. 


The Cleveland Chain & & lg. C'o- 


PLANTS ALSO AT: 
BRIDGEPORT, CONN. 


Cleveland, O. 


SEATTLE, WASH. 
SO. SAN FRANCISCO, CAL. 
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THAT'S ME— 
EXTRA QUALITY 
DOUBLE PROTECTION 
AND LONGER WEAR 


RED EDG 
Coreen Clete 


IDENTIFIES ITSELF/ 


9 By the enameled edge that attracts the WRITE 
: customer's eye. FOR 

SALES 

HELPS 

9 reminds customers of the super- 
: service it has given them. BRANDS 
AluminA 
(electro-plated with zinc) 
9 At the time they need screen cloth and are Edge Black 

a (painted) 


ready to buy it. 


Bronze 


Bright 
and Noxide (antique) 


Right in the store—so that youmake the sale. 


cr) 


Repeat Orders .. . More Profits for YOU. 


Reg. U.S. Pa 


REYNOLDS WIRE CO., DIXON, ILLING iS 
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No. D6337-C \_ 
i 14, 2-QT. \ 4 
WINDSOR PAN SET ~~_— 


Sanitary square bead. Easy to clean. Graduated. 


Packed \; dozen sets in carton. Shipping weight 17 Ibs. per dos. 


SPECIAL TO DEALER .......... . $9.10 PER DOZ. 


SS 


No. D7515-C—-BAKING and ROASTING PAN 
14%x 10% x 2” deep. Handy for candy 


making and other utility uses. 
Packed \4 doz. in carton. Ship. wt., 14 lbs. per dos. 


SPECIAL TO DEALER . $5.65 PEt! DOZ. 


. : i ll 
No, &7274-C—10" TUBED CAKE PAN 


Tube and legs projcct for convenient cooling. 
Packed 4 dozen in carton. \Shipping weight, 14 lbs. per doz. 


i SPECIAL TO DEALER ......$7.40 PER DOZ. 
DISPLAY NATERIAL 


THE - 
BATTER SEAL 


INCLUDED 


February, 1940 


THERMOPLAX 
NO-BURN 
HANOLE y 


EiGHT CUES) 


it 


No. D5571¥4-C—6-CUP PERCOLATOR 


Packed \4 doz. in carton. Ship. wt., 12 lbs. per doz. 


SPECIAL TO DEALER . . $7.40 PER DOZ. 
No. D5572-C—8-CUP PERCOLATOR 


Packed 3, doz. in carton. Ship. wt., 14 lbs. per doz 


SPECIAL TO DEALER . . $8.25 PER DOZ. 


WANT USES 
Sy 


COVERER SHUCE PAN om 


No. D6153-C—3-QT. 5-in-1 COMBINATION PAN ‘ 
Heat-proof knob. 


Recessed cover prevents boiling over. 
Packed \, dozen in carton. Shipping weight, 21 lbs. per dos. 


SPECIAL TO DEALER ... . $9.10 PER DOZ. 
IN EACH CARTON 


ALUMINUM GOODS MFG. CO., MANITOWOC, WISCONSIN 


